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ABSTRACT 
This project aimed at conducting an analysis of the feasibility and possibility for a 
Thai restaurant to enter the Chinese market. Beijing, Shanghai，and Guangzhou are 
suggested to be the location of the Thai restaurant as people there have a higher living 
standard and stronger purchasing power. Sichuan would be an alternative in the future 
as people there prefer spicy food which is a major characteristic of Thai food. 
Our survey findings indicate that Chinese's willingness to try Thai food is high. 
The amount of money Chinese customers are willing to spend is large enough for the 
Thai food business to make a profit. In addition, the frequency of Chinese dining out is 
reasonably high. 
The political, socio-cultural，and economic situations in China are very complex. 
The pre-entry analysis of this report provides an in-depth analysis on government 
regulations, economic variables and consumer behaviors in China and the findings are 
supported by the results of our survey. Generally, the business environment in China is 
attractive to Thai food restaurant investors. 
As Thai food is relatively new to Chinese consumers, the marketing plan (4Ps) is 
important to determine the success of the restaurant. Special promotional and 
marketing strategies are suggested to match with the cultural and life style 
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The Chinese government opened her door to encourage more foreign investments 
in the 1980s. Since then, many famous restaurants in Hong Kong decided to expand 
their business presence in China. The motive behind was rational because of keen 
competition and leaning operating profit margin resulted from the skyrocketed rental 
and labor costs in Hong Kong. Indeed, miming a culinary business in China is very 
attractive because of the following reasons: 
First, China is one of the fastest growing economies throughout the entire world 
and Chinese citizens are earning much more money than before, especially those living 
in the metropolitans such as Beijing, Shanghai and Guangzhou. 
Second, many surveys suggest that foodstuff accounts for the largest portion of 
Chinese households' expenditure. Though the expenditure per head in China is still far 
below those developed countries in Asia such as Japan and Singapore, we could expect 
high profit potential from successful food business in China if we consider the low 
operating costs and the huge population size in China. Also, the Chinese economy is 
forecasted to grow rapidly in the coming decade because of the WTO impact. So, we 
conceive that a food business in China could yield a huge gain. 
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Many foreign companies attempted to introduce their home cuisine to the Chinese, 
such as American fast food chains, Japanese sushi bars, Indian, Thai, Italian restaurants, 
etc. Many of them had a short life because they never made a profit. Indeed, factors 
such as regulations in China, taste preferences of Chinese consumers and their cultural 
background are so complicated that pre-entry analysis, feasibility study and a complete 
marketing plan are required. 
Since the first Thai restaurant was launched, Thai food become Hong Kong 
people's favorite and there are hundreds of restaurants selling Thai food in Hong Kong 
nowadays. Another reason for the popularity of Thai cuisine in Hong Kong is that the 
recipe of Thai cuisine is similar to that of Chinese cuisine. Therefore, our group has an 
intuition that Chinese society would welcome Thai food and the business would be 
potentially a lucrative one. 
This project conducts a proposal about the possibility of a Thai restaurant entering 
the Chinese market. First of all, there are abstract and introduction, mentioning about 
the reasons why we choose China as the target market and Thai restaurant as the 
business nature. 
Second, methodology describes the methods that we used to conduct our project. 
Limitations and assumptions of our analysis are also included. 
Next, data analysis shows the results of our survey, and also their implications. 
Well-organized numerical results reveal the lifestyles, preferences, and habits of the 
potential consumers in China. 
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Then, pre-entry analysis discusses about economical, political and socio-cultural 
business environment in China. A brief outlook of China market, lifestyles of the 
people, legal regulation and law will also be provided. Followed is the feasibility study 
that talks about whether Chinese is ready to accept Thai food. 
The findings of our data analysis were used for judging our recommendations 
including the target market, entry mode of a Thai restaurant in China and also the 
marketing plan, which includes the four Ps, namely product, place, promotion and 
price. 
Finally, the conclusion sums up the whole project. Reference and Appendices are 




Data and Information Collection 
Primary Data 
Interview 
A direct way to acquire the most up-to-date information about the current business 
environment and consumer behavior in China is to inquire the marketing experts from 
there. An interview had been arranged for our group to meet with a marketing expert 
from China - Mr. Victor Y. Yuan, senior researcher of Horizon (see Appendix I). 
During the interview, we asked questions about the alternative marketing mix for 
running a Thai restaurant in China, for example, the popularity and effectiveness of 
different advertising media; modes of entry such as whether wholly owned enterprise is 
possible, etc. Mr. Yuan also shared with us his point of view about the taste preference 
of Chinese consumers in different regions. 
To obtain information about Thai cuisine that we are going to market, another 
interview had been arranged for us to meet with Mr. Cheng, general manager of Cambo 
Thai Restaurant in Hong Kong (see Appendix II). Besides the product range, we also 
asked for his suggestion about the rest of the marketing mix such as pricing strategies 
and also information such as demographic pattern of their customers. 
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Questionnaire 
We designed a set of questionnaire and distributed it to the people who live in 
China through E-mails and to the Chinese who are currently working or studying in 
Hong Kong (see Appendix III). The questions were relating to the taste preference of 
Chinese consumers in different regions, demographic information, consumers' 
requirement on the services being provided, pricing of the foodstuffs and also relevant 
questions relating to the scope of study of this project. 
Secondary Data 
Latest economic data 
As illustrated above, economic development in China is rapid and the purchasing 
power of Chinese citizens is strengthening year by year. Therefore, it is essential for us 
to acquire the most up-to-date economic data for an accurate forecast of the future 
economic prospect in China. These data was collected from the website set up by the 
China Ministry of Foreign Trade and Economic Cooperation (MOFTEC)\ 
Consumption behavior 
A lot of research studied on consumers' taste preference and consumption 
behavior. For example, people in Sichuan prefer spicy foodstuffs and these findings 
provide insightful information for our study on marketing Thai cuisine in China. We 
gathered reports published by various marketing agencies and educational institutions 




Business operations in China subjected to various rules and regulations imposed 
by both the Chinese central government and the provincial ministries. For instance, the 
Chinese government restricted foreign enterprises to exercise control on their Chinese 
subsidiaries and this was a major factor that the forerunners suffered from inefficient 
business operations. 
To avoid falling into the same trap, we collected detailed information about the 
regulations such as labor importation, tax rate, ownership, property rights and legal 
matters relating to foreign investments running a restaurant in China. The facts have 
been analyzed and the setting of the marketing plan will synthesize the legal matters. 
Such information was collected through various homepages of the Chinese government 
and the publications reserved in the libraries of the Chinese University of Hong Kong. 
Data Analysis and Interpretation 
Data Analysis involved the following steps: 
~ Basic descriptive analysis including mean, mode frequency analysis; 
� Independent sample T-test of male and female respondents' mean scores on all 
requirements of a Thai Restaurant; and on the acceptance of specific taste and food 
varieties, the analysis adopt 95% confidence interval for significance testing; 
~ One-way ANOVA analysis of respondents' requirements of a Thai Restaurant and 
the acceptance of specific taste and food varieties across demographic variables such as 
income level, occupation and abode. The analysis adopted a 95% confidence interval 
for significance testing. 
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The statistical results will be applied for supporting our pre-entry analysis， 
feasibility study, target market analysis and marketing plan. For pre-entry analysis, 
current business environment in China will be studied. Feasibility study analyze the 
issues of whether a Thai restaurant could yield a profit, whether we can import Thai 
chefs and workers to Mainland China and the modes of entry based on the information 
collected. 
Target Market Analysis 
The target market should satisfy the following criteria: 
� The mean sample scores of acceptance of seafood, cold dishes and spicy food 
should below 3 because according to Mr. Cheng, these foods are the major 
characteristics of the taste of Thai cuisine. Scores of acceptance higher than 3 reflect 
that the sample group does not accept that kind of food. 
� The percentage of the sample group's willingness to try Thai food must be high 
(over 50%). 
� The amount of money willing to spend by the members within that sample group 
must be high. The willingness to spend is measured by the percentage of the members 
who are willing to spend more than RMB50 (break-even) and RMBIOO (profit)^ 
respectively within that sample group. 
~ The sample group's frequency to foreign restaurants to have dinner must be high. 
This is measured by the percentage of the members who go more than once/month and 
twice/month to foreign restaurants respectively within that sample group. 
2 Refer to Assumption and Limitation of this Project 
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~ The average spending per meal by the members within that sample group must be 
high. This is measured by the percentage of the members' average spending exceeding 
RMB50 and RMBIOO respectively within that sample group. 
Then, we will make a decision of selecting the most appropriate region for the 
food business and it will be based on the data collected. For example, we compare the 
potential of different cities and select only those which yield the highest potential return. 
Revenue forecast will be composed by people's purchasing power in different regions, 
the attitude of Chinese consumers towards Thai cuisine and also the highest price level 
that we can charge in different regions. Cost forecast will be based on general 
information of rental cost, labor cost and different kinds of operating costs. 
Marketing Plan 
Next, the marketing plan for running a Thai restaurant in China will be developed 
and the four Ps of the marketing mix will be investigated. 
Price 
Pricing decision will be based on the revenue and cost forecasts illustrated above. 
Also, competition from the potential rivals, respondents' willingness to spend on Thai 
food will be taken into account. 
Product 
The food to be sold in China will depend on the consumers' preference in different 
cities. Cultural background and climatic factors will also be considered. For example, 
people in tropical climate may prefer spicy food because of high humidity. Our survey 
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results also contributed to the product decisions. 
Place 
The selection of the distribution outlets location will be based on the information 
of people's preference for a Thai restaurant. Detailed information about shopping areas, 
zone pattern of major cities in China will be provided. 
Promotion 
The selection of advertising strategies will be based on cultural background, 
demographic pattern and also the cost of advertising. Certainly, valuable suggestions 
from the guests that we interviewed provided more clues for our research. 
Assumptions 
� Average spending of RMB50 per head per dinner is regarded as the requirement 
for a Thai restaurant in China to break-even and RMBIOO to make profit. 
T Tests 
� The samples are randomly and independently drawn from normally distributed 
populations and the population variances are equal. 
� Sample sizes are larger than 30. 
ANOVA Tests 
� Randomness and independence of errors. 
� Normality. 




According to the government regulations in China, we are only allowed to 
interview the citizens in China if we are doing so on behalf of a Chinese food business. 
Since we cannot contact any restaurants in China, we have given up distributing 
questionnaires in the main streets in large cities in China. Therefore, all respondents 
provided their personal information on-line. Our group tried to ensure the respondents' 
nationality by asking only people using simplified character operating system for their 
own personal computers under the assumption that only computer users in PRC apply 
it. 
PC User Bias 
Since all respondents provided their information through Internet, it is inevitable 
that they were all PC users in China. People who were not familiar with using computer 
would not be included and this may provide bias to the data pattern of our study. 
Sample Size 
Due to geographical distance and the difficulty of surveying Chinese citizens 
directly, the sample size of our survey is limited to 130. Sample sizes of certain regions 
such as Shenzhen are small and the information could be more accurate if more samples 






The questionnaire collected demographic information regarding the subject of 
gender, age, income level, occupation, abode and education level. These socio-
demographic characteristics of the respondents were summarized in TABLE 1. 
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TABLE 1 
Respondents' Personal Characteristics (n=130) 
— I Data [Percentage — 
Gender  
Male |91 |70.0% 
Female 139 130.0% 
Age  
Under 18 |22 116.9% 
19 to 25 52 40.0% 
26 to 35 52 — 4 0 . 0 % 
36 to 45 |4 |3.1% 
Monthly income level  
Less than RMB 1,000 |57 |43.9% 
1,001 to 3,000 44 33.8% 
3,001 to 5,000 10 一 7.7% 
5,001 to 10,000 7 
More than 10,001 112 |9.2% 
Occupation  
Student |43 |33.0% 
Blue collar 6 4.6% 
White collar 24 _ 1 8 . 5 % 
Executive 19 14.6% 
Professional 24 — 1 8 . 5 % 
Others 114 |lQ.8% 
Abode 
Beijing 133 |25.4% 
Guangzhou 12 
Shenzhen 6 
Shanghai 24 18.5% 
Hong Kong 9 6.9% 
Chongqing / Chengdu "iQ 7.7% 
Others 136 127.7% 
Education level  
Primary |7 15.4% — 
Junior high school 7 5.4% 
Senior high school 26 20.0% 
University or above 90 69.2% 
Male respondents contributed to 70% of the total response. Most of the people 
being interviewed are aged under 35 and this may due to the limitation that all 
respondents are computer users^. Over 75% of the respondents are earning less than 
RMB3,000 per month and about 10% of them are earning more than RMB 10,000. The 
discrepancy between the rich and the poor is wide in China according to our sample, 
3 Refer to Assumption and Limitation of this Project 
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matching with the overall pattern in China"^ . 
The largest portion of respondents' occupation is student (33%) and this may 
again due to the PC user bias. About 28% of the respondents did not provide their abode 
and 9 respondents are living in Hong Kong with nationality of China. About 90% of the 
respondents received senior secondary education or higher level and this cannot match 
with the pattern of education level of Chinese citizens. The reason for that is again due 
to the PC user bias. 
Respondents' Perception of Thai Food 
About 40% of the total respondents revealed that they tried Thai food in the past 
and about 35% of them visited Thai restaurants before (see TABLE 2). 
TABLE 2 
Respondents' Perception of Thai Food (n=130) 
No. of people Percentage  
Tried Thai food before 53 40.8% 
Have not try Thai food before 77 59.2% 
Total m 100% 
Visited Thai restaurant before 47 36.2% 
Have not visit Thai restaurant beforT^ 83 63.8% 
Total 1130 1100% 
About half of the respondents in Beijing and Guangzhou tried and visited Thai 
restaurant. In Shenzhen and Hong Kong, the percentages of people who tried and 
visited Thai restaurant before are both high, but the sample sizes are too small for these 
cities. Fewer respondents in Shanghai and Sichuan province know about Thai food 
4 Shan Wei. "The New Features of Marketing Environment in The People's Republic of China" Liaoning 
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according to our findings (see TABLE 3). 
TABLE 3 
Respondents' Perception of Thai Food across Region 
I Beijing I Guangzhou 1 S h e n z h e n I Shanghai Hong Chongqing & 
(n=33) (n=12) (n=6) (n=24) Kong Chengdu 
(n=9) (n=14) 
Tried Thai food 16 |48.5% 6 1 5 0 . 0 % 4 166.7% 8"""|33.3% 7 |77.8% 4 | 2 8 . 6 % 
before  
Have not t r y ^ 1 7 51.5% 6 50.0% 2 33.3% 16 66.6% 2 22.2% 10 71.4% 
Thai food before  
Visited Thai i T " 42.4% 6 50.0% 4 66.7% 8 33.3% 7 77.8% 4 28.6% 
restaurant 
before  
Have not visit 19 57.6% 6 ^ 50.0% 2 33.3% 16 66.6% 2 22.2% 10 71.4% 
Thai restaurant 
before  
Respondents' Willingness to Try Thai Food 
From the data collected, 90% of all respondents revealed that they are willing to 
try Thai food in the future (see TABLE 4). 
TABLE 4 
Respondents' Willingness to Try Thai Food (n=130) 
No. of people Percentage  
Want to try Thai food — 1 1 7 90.0% 
Do not want to try Thai food 113 |lO.Q% 
Except in Beijing and Hong Kong, all cities recorded 100% rate of willingness to 
try Thai food and Beijing recorded the lowest rate of willingness (see TABLE 5). 
Commercial College, Jinzhou, Liaoning 
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TABLE 11 
Respondents' Willingness to Try Thai Food across Region 
[Beijing I G u a n g z h o u I Shenzhen I S h a n g h a i i H o n g Kong | Chongqing & 
(n=33) (n=12) (n=6) (n=24) (n=9) Chengdu 
(n=14) 
Want to try 25 " [ 7 ^ 1 ^ 1 1 0 0 . 0 % 6 1100.0% 24 1100.0% 8 188"；^ 14 1 1 0 0 . 0 ^ 
Do not w a n t s ^ 2 4 M 0 O T O 0 0.0% 0 0.0% 1 11.1% 0 0.0% 
to try  
All blue-collar respondents expressed that they would like to try Thai food. 
Professionals' willingness to try Thai food is the lowest among all but the percentage is 
still quite high which is over 80% (see TABLE 6). 
TABLE 6 
Respondents' Willingness to Try Thai Food across Occupation 
I Student I Blue-collar I Whi te - co l l ar I Executives Professional 
(n=43) (11=6) (n=24) (n=19) (n=24) 
Want to try — 3 9 190.7% 6 1100.0% 23 |95.8% H 189.5% 20 183.3% 
Do not want to 4 9.3% 0 1 4.2% 2 10.5% 4 16.7% 
in  
Respondents' Willingness to Spend on Thai Food 
About 60% of the total respondents expressed that they would spend less than 
RMB50 per meal on average and only 10% of them decide to spend more than 
RMBIOO (see TABLE 7). 
TABLE 7 
Respondents' Willingness to Spend on Thai Food (per meal on average) (n=l30) 
No. of people Percentage  
Below RMB50 77 59.2% 
51-100 39 30.0% 
101-200 9 6.9% 
201-500 4 3.1% 
Above 501 |l |0-8% 
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Referring to the data, Beijing citizens' willingness to spend on Thai food is the 
highest among all cities because about 24% of them would spend more than RMBIOO 
per meal. Shanghai ranked second, as about 17% would spend more than RMBIOO. 
Although Sichuan have a higher percentage of people willing to spend more than 
RMBIOO than people in Guangzhou and Shenzhen, we regard their willingness to 
spend as the lowest since over 85% of the people there decided to spend less than 
RMB50. All respondents in Shenzhen revealed that they would spend RMB51-100 per 
meal (see TABLE 8). 
TABLE 8 
Respondents' Willingness to Spend on Thai Food (per meal on average) across 
Region 
I Beijing I Guangzhou I S h e n z h e n I Shanghai Hong Kong Chongqing & 
(n=33) (n=12) (n=6) (n=24) (n=9) Chengdu 
(n=14) 
Below RMB50"l4 |42.4% 10 |83.3% 0 10.0% 10 |41.7%7 |77.8% 12 |85.7% 
51-100 11 3 ^ 0 2 T 6 ^ 6 100.0% 10 41.7% 2 22.2% 1 _ 7.1% 
101-200 ~ 6 1 8 ^ 0 aQ% 0 2 0.0% 1 7.1% 
201-500 ~ 2 0.0% 0 0.0% .2 8.3% 0 0.0% 0 _ 0 - 0 % 
Above 501 |Q |O.O% |O |Q.0% |O |O.Q% |O |Q.0% |O 10.0% |Q |Q-Q% 
It is surprising that students' willingness to spend on Thai food is very high and 
one respondent expressed to spend more than RMB500. An explanation would be 
students' attitude towards "new thing" and the outliner may due to surveying an 
offspring of a rich people. On average, executives and professionals would like to 
spend more than blue-collars and white collars (see TABLE 9). 
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TABLE 11 
Respondents' Willingness to Spend on Thai Food (per meal on average) across 
Occupation 
I Student I Blue-collar | White-collar lExecutives IProfessional^ 
(n=43) (n=6) (n=24) (n=19) (n=24)  
Below RMB50 — 23 |53.5% 4 166.7% 20 1 8 3 3 ^ 6 31.6% 12 50.0% 
51-100 — 15 33.3% 2 8.3% 11 57.9% 8 33.3% 
101-200 2 0 . 0 % _ 2 8.3% 0 0-0% 4 16.7% 
201-500 2 O O ^ O _ _ " O O ^ j 10-5% 0 0-0% 
Above 501 |l |2.3% |o lo.Qo/o |o |0.0o/o |o |0.0o/o |o 10-0% 
Respondents' Frequency of Having Dinner in Foreign Restaurants 
From the figures, half of all the respondents do not dine out. About 25% said they 
dine out once a month, about 10% dine out twice and about 15% dine out more than 
three times (see TABLE 10) 
TABLE 10 
Respondents' Frequency of Having Dinner in Foreign Restaurant (per month) 
(n=130) 
No. of people Percentage  
0 65 50.0% 
1 32 ^ . 6 % 
Y~ 一 12 9.2% 
3 6 
4 9 6.9% 
Above 5 16 14.6% 
Beijing and Guangzhou respondents dine out more frequently. It is surprising that 
people in Hong Kong and Shenzhen do not dine out so frequent and it may due to the 
higher cost of having dinner in restaurants in these areas (see TABLE 11). 
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TABLE 11 
Respondents' Frequency of Having Dinner in Foreign Restaurant (per month) 
across Region 
[Beijing I Guangzhou I Shenzhen I Shanghai iHong I C h o n g q i n g & 
(n=33) (n=12) (n=6) (n=24) Kong Chengdu 
(n=9) (n=14)  
T 12 | 3 3 . 3 % 12 | 5 0 . 0 % 7 | 7 7 . 8 % 8 | 5 7 . 1 % — 
1 T ^ 3 6 . 4 % Y~ 1 6 . 7 % ^ 6 6 . 6 % 10 4 1 . 7 % 0 0 . 0 % 2 1 4 . 2 % 
4 1 7 . 3 % 2 1 6 . 7 % 0 ~ 0 . 0 % 0 0 . 0 % 2 2 2 . 2 % 4 2 8 . 6 % 
3 17 .3% 2 16 .7% ^ 0 . 0 % 0 ~ ~ 0 . 0 % 0 0 - 0 % 0 0 -0% 
4 R ~ 4 . 3 % V 0 . 0 % 0 0 . 0 % 2 8 . 3 % 0 0 . 0 % 0 0 . 0 % 
Above 5 |o 10.0% +2 |L6.7% |Q |O.O% |O 10-0% |Q 10-0% |Q 10-0% 
Executives and professionals dine out far more frequently than students, blue-
collars and white-collars (see TABLE 12). 
TABLE 12 
Respondents' Frequency of Having Dinner in Foreign Restaurant (per month) 
across Occupation 
I Student I Blue-collar 1 White-collar~ Executive Professional  
(n=43) fn=6� (n=24) (n=19) (n=24) 
0 — 2 3 | 5 3 . 5 % 0 172.7% 6 ~ ~ 131.6% 16 166.7% 
1 18 " 4 1 . 9 % 4 ~ ~ 6 6 . 7 % 4 1 8 . 2 % 2 1 0 . 5 % 2 8 . 3 % 
2 0 0 . 0 % 2 3 3 . 3 % 2 ~ 9 . 1 % Y ^ ^ L O J ^ G 8 . 3 % 
3 0 0 . 0 % 0 0 . 0 % 0 0 . 0 % 6 3 1 . 6 % 0 0 . 0 % 
4 2 4 ? 7 ^ 0 0.0% 2 -9.10/0 1 5.3% 2 8.3% 
Above 5 |o lo.Qo/o |o lo.Qo/o |o |0.0o/o U |l0.5% U |8.3% 
Respondents' Average Spending Per Meal 
Over 60% of the total respondents spend less than RMB50 per meal. About 25% 
spend between RMB51-100 and no one spends more than RMB500 (see TABLE 13). 
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TABLE 11 
Respondents' Average Spending Per Meal (n=l30) 
I No. of people — Percentage  
Below RMB50 80 61.5% 
51-100 30 23.1% 
101-200 12 9.2% 
201-500 8 6.2% 
Above 501 |o 10.0% 
Obviously, people living in Beijing, Shanghai and Guangzhou spend much more 
than those living in Sichuan (see TABLE 14) and executives' expenditure per meal far 
exceeded blue-collars and white collars (see TABLE 15). 
TABLE 14 
Respondents' Average Spending Per Meal across Region 
I Beijing I Guangzhou 1 Shenzhen^Shangha i Hong Kong Chongqing 
(n=33) (n=12) (n=6) (n=24) (n=9) & Chengdu 
(n=14) 
Below RMB50 18 |41.9% 6 150.0% 2 |33.3% 15 |62.5% 6 166.7% 10 |71.4% 
51-100 9 2 ^ / o 4 3 1 ^ 4 66.6% 1 4.2% 3 33.3% 4 28.6% 
101-200 2 4 / 7 ^ 0 ^0% 0 ^.0% 6 25.0% 0 0.0% 0 0-0% 
2 0 1 - 5 0 0 ~ 4 9 3 ^ 2 16.7% 0 0 .0% 2 8.3% 0 0 .0% 0 0-0% 
Above 501 |O |0.0O/o |o |0.0% |o |0.0% |Q |O.O% |O 10-0% |O 10-0% 
TABLE 15 
Respondents' Average Spending Per Meal across Occupation 
I Student I Blue-collar White-collar Executives Professional 
(n=43) (n=6) (n=24) (n=19) (n=24) 
Below R M B 5 0一 2 6 | 6 0 T 5 ^ 6 1100.0% 18 |75.0% 6 ~ ~ 131.6% i J |75.0% 
5 1 - 1 0 0 — 9 2 0 . 9 % 0 0 . 0 % 4 “ 1 6 . 7 % 7 3 6 . 8 % 2 8 . 3 % 
101-200 ~ ~ 8 18.6% 0 0.0% 2 “ 8.3% 0 0.0% 2 8.3% 
201-500 一 0 0.0% 0 0.0% 0 “ 0.0% 6 31.6% 2 8.3% 
Above 501 |Q 10.0% |o |Q.0% |O 10.0% |o 10-0% |O |0.0% 
Reasons for Respondents to Visit Foreign Restaurants 
Half of the respondents reflected that they visit foreign restaurants because of 
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gathering with family members and relatives and 25% of them aim at meeting with 
friends and colleagues there. About 7% are for business purposes (see TABLE 16). 
TABLE 16 
Reasons for Respondents to Visit Foreign Restaurant (n=130) 
No. of people Percentage  
Gathering with family members 37 50.0% 
Gathering with friends/colleague 46 24.6% 
Having meals 18 9.2% 
Celebrating special festival, 6 4.6% 
birthday  
Business purposes 22 6.9% 
Others 110 |4.6% 
Other Reasons: Have not try before (3), impromptu (1) 
Channels that Usually Provide Respondents Information about Restaurants 
From TABLE 17，we discovered that majority of respondents (over 70%) usually 
obtain information about restaurants through their friends, relatives and colleagues 
(word of mouth). Newspapers and magazines are the second common mass media that 
respondents know about restaurants in China. Fewer respondents pay attention to radio 
in obtaining information about restaurants in China. 
TABLE 17 
Channels that Usually Provide Respondents Information about Restaurants 
(Respondents could select more than 1 option, n=130) 
No. of people Frequency  
TV —43 33.1% 
Newspaper & magazine 46 35.4% 
Radio 9 6 M  
Poster & Handbill 30 23.1% 
Word of mouth 195 |73.1% 
• 
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Respondents' Method of Payment 
Majority of the respondents (about 88%) would pay by cash for dinners, others 
prefer to use credit card (see TABLE 18). 
TABLE 18 
Respondents' method of Payment (n=130) 
I No. of people Percentage  
Cash 115 88.5% 
Credit card 115 \n.5% 
Respondents' Preference of the Location of a Thai Restaurant in China 
Most of the respondents preferred to save the time required to go to a foreign 
restaurant, almost 90% of them would spend less than 30 minutes (see Table 19). 
TABLE 19 
Respondents' Willingness of Time to Spend for visiting a Restaurant in China 
(n=130) 
I No of people Percentage  
Less than 15 minutes 61 46.9% 
15 to 30 minutes 55 42.3% 
30 to 60 minutes 10 7.7% 
More than a hour |4 |3.1%  
Majority of the respondents revealed that the most suitable location of a Thai 
restaurant is either in shopping malls or on major boulevards (see Table 20). 
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TABLE 20 
Respondents' Opinion on the Location of a Thai Restaurant in China (n=130) 
No.of people Percentage  
Shopping mall 40 30.8% 
Hotel 16 12.30/0 
Boulevard ^ 48.5% 
Residential area 111 18.5% 
Respondents' Staple Food 
A lot of respondents regarded vegetables (about 70%) as their staple food, pork 
(about 60%), beef (about 50%), fish (about 50%) and chicken (about 50%) are also 
common. Lamb (about 13%) and seafood (about 38%) are rare and more respondents in 
Beijing and Sichuan province regarded lamb as their staple food (see TABLE 21 and 
22). 
TABLE 21 
Respondents' Staple Food 
(Respondents could select more than 1 option, n=130) 
No. of people Percentage  
Beef 60 46.2% 
Pork 79 60.8% 
Chicken 64 49.2% 
Fish 61 -46.90/0 
Vegetable ^ 71.5% 
Lamb 17 13.1% 
Seafood 49 37.7% 
Others 15 13.9% 
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TABLE 11 
Respondents' Staple Food across Region 
(Respondents could select more than 1 option) 
— [Beijing I Guangzhou I S h e n z h e n I Shanghai丨Hong Kong I Chongqing 
(n=33) (11=12) (n=6) (n=24) (n=9) & Chengdu 
(n=14) 
Bief 13 |39.4% 5 3 8 3 3 ^ I g l T ^ 0 |57.1% 
Pork ~ 6 9 ^ 2 T 6 M 6 _ 1 0 0 . 0 % 1 6 _ 6 6 . 7 % 2 22.2% 1 2 _ 8 5 . 7 % 
Chicken 1 7 ~ 5 1：5 % 2 1 ^ 6 ~ 1 0 0 . 0 % 1 4 _ 5 8 . 3 % 1 11.1% 1 0 _ 7 1 . 4 % 
Fish ~ I 3 ~ ~ 3 9 1 ^ 6 500% 6 _ 1 0 0 . 0 % 1 6 _ 6 6 . 7 % 2 22.2% 8 57.1% 
Vegetable — ^ 6 9 ? 7 % 10^ 8 3 ^ [ 1 0 0 ^ 1 8 _ 7 5 ^ j 11-1% 1 2 _ 85.7% 
Lamb 7 o U Z Q ^ ^ j 8.3% 0 0-0% 5 35.7% 
Seafood 8 liWo 6 50.0% 6 _ 1 0 0 . 0 % 12__ 50.0% 2 22.2% 2 14.3% 
Others I2 16.1% |o |0.0% |o |0.0% |o 10.0% |l | l l - l% |2 114.3% 
Perceived Requirement of a Thai Restaurant 
The survey results of the ranking, mean scores and modes of the perceived 
requirement of a Thai restaurant were shown in TABLE 23. Most of the 8 items were 
viewed as quite important as all of them scored lower than 3. It was indicated that 
Chinese perceived hygiene as the most important requirement of a Thai Restaurant in 
China, followed by food quality and service provided. Respondents also preferred 
restaurants to use a Thai Theme for decoration. All of these factors have a mode of 1, 
indicating the absolute importance. 
TABLE 23 
Importance Rankings of Respondents' Requirement of a Thai Restaurant in 
China (n=130) 
Requirement Mean Mode  
Hygiene 1.608 I  
Quality of food 1.708 I  
Service 1.908 1 
Thai theme 1.977 1 
Variety 2.115 2 
Price 2.500 3 
Promotion 2.785 3 
Environment 12.892 |3 
(1: very important, 2: important, 3: neutral, 4: not so important, 5: unimportant) 
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Next, respondents regarded providing a wide variety of foodstuffs for them as an 
important requirement, which has a mode of 2. The price, promotion and environment 
of a Thai restaurant in China are regarded as important, but of a lower degree. People in 
Beijing, Shanghai, Hong Kong and Sichuan regarded hygiene as the most important 
requirement for a Thai restaurant in China while respondents in Guangzhou stressed 
that a Thai restaurant should apply a Thai theme for decoration. Respondents in 
Shenzhen think highly of the quality of the foodstuffs supplied (see TABLE 24). 
TABLE 24 
Importance Rankings of Respondents' Requirement of a Thai Restaurant in 
China across Regions 
Food Variety I Beijing I Guangzhou S h e n z h e n 1 Shanghai Hong Kong Chongqing 
(n=33) (n=12) (n=6) (n=24) (n=9) & Chengdu 
(n=14) 
Mean iMod^ Mean Mode Mgg!L 
Hygiene ！ l ^ j L 3 5 _ l 2 3 3 _ 3 1.29 1 
Quality of food 1.58 1 2.00 3 1.40 1 1.61 1 2.44 3 1.57 1 
Service i W ' l 2W~ 2 1.61 1 2.44 3 2.00 3 
Thai theme “ 1.87 1 —1.91 1 2.60 3 1.70 1 2.56 3 1.64 1 
Variety 2.55 3 "2.00 2 1.83 1 2.56 3 1.71 2 
Price i J f 3 2.40 2 2.61 2 3.00 3 2.79 3 
Promotion —2.84 3 3.00 3 "2.40 2 2.70 2 3.00 3 2.57 3 
Environment 13.10 丨3 |3.18 13 12.60 |3 |2.38 丨3 Is.ll |3 |2.57 丨2  
(1： very important, 2: important, 3: neutral, 4: not so important, 5: unimportant, shaded figures 
represent requirement that have the lowest mean among all requirements) 
Respondents' acceptance of spicy food, seafood and cold dishes were shown in 
TABLE 25. All varieties scored a mean below 3，reflecting the acceptance of these 




Rankings of Respondents' Acceptance of Certain Varieties of Food (n=130) 
Requirement Mean Mode  
Seafood 2.25 3 
Spicy food 2.35 3 
Cold dishes |2.55 P 
(1: love, 2:acceptable, 3: neutral, 4: not so acceptable, 5:dislike) 
Respondents' acceptance of spicy food, seafood and cold dishes across region 
were shown in TABLE 26. Respondents from Shenzhen, Sichuan and Beijing accept 
spicy food very much. Sichuan people's attitude towards seafood is neutral and it may 
due to geographic location of inner area. 
TABLE 26 
Rankings of Respondents' Acceptance of Certain Varieties of Food across Regions 
Food Variety I Beijing I Guangzhou I S h e n z h e n I Shanghai I Hong Kong Chongqing 
(11=33) (n=12) (n=6) (n=24) (n=9) & Chengdu 
(n=14) 
Mean iMod^Mean i M o ^ M e a n iMode Mean I Mode Mean Mode Mean Mode 
Seafood 2.17 2 " 1.33 1 2.33 3 2.33 3 3.14 3 
Spicy food 2.09 3 2 3 ^ 3 " 1.67 2 2.75 3 2.67 3 2.07 3 
Cold dishes 12.36 b b.QO b |l.33 |l 12.25 13 \2.67 13 |2.71 |3 
(1： love, 2: acceptable，3: neutral, 4: not so acceptable, 5: dislike，shaded figures represent the highest 
two scores among all regions) 
Difference between Chinese Male and Female's Perceived Requirements of a Thai 
Restaurant 
The t-tests was employed to see whether there are significant differences between 
male and female respondents' mean scores on all requirements of a Thai Restaurant, 
and on the acceptance of specific taste and food varieties. The statistical results are 
provided in TABLE 27 and detailed figures are in Appendix IV. 
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The t-tests indicated that there are significant differences between male and 
female mainlanders' perceived requirement of the hygiene, quality and promotion of a 
Thai restaurant in China since the t-values exceed t-critical. By observing the mean 
values, female's requirements of the hygiene, quality and promotion of Thai food are 
higher than males in China especially hygiene as the t-value is valid for 99% 
confidence interval. 
For acceptance of cold dishes, it was found that female's acceptance is stronger 
than males and there are no significant difference between male and female's 
acceptance of spicy food and seafood according to the results. 
TABLE 27 
T-tests Results: Differences between Male and Female Respondents' Mean Scores 
on All Requirements and Acceptance of Specific Taste and Food Varieties 
I Male ( m e a n ) I Female (mean) It-value P Df 
|(n=91) |(n=39)  
Requirements of a Thai restaurant  
Price 12.582 |2.308 11.708 |0.090 1128 
Quality 1.802 L487 2.080 0.040 
Service 1.956 ~ 1.795 — 0 . 9 2 5 0.357 m  
Environment 一2.846 3.000 -0.993 0-322 m  
Variety 2.198 — 1.923 OAT^ m  
Promotion 2.912 2.487 2.362 0.020 128 
Hygiene 1.802 1.154 3.881 0.000 
Thai theme b.OOO 11.923 |o.436 |o.664 | l28 
Acceptance  
Spicy food 12.286 |2.487 -1.077 0.284 128 
Cold dishes 2.670 2.256 2.503 0.014 
Seafood I2.34I I2.O26 11.650 |0.101 1128 
(Bold figures represent significant according to 95% confidence interval) 
Comparison of Chinese' Perceived Requirements of a Thai Restaurant for Different 
Region Groups 
One-way ANOVA was carried out to see whether there are significant differences 
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between respondents' mean scores of different region groups on all requirements of a 
Thai Restaurant, and on the acceptance of specific taste and food varieties. The 
statistical results are provided in TABLE 28 and detailed figures are in Appendix V. 
The f-tests indicated that there are no significant differences among different 
region groups' perceived requirement of a Thai restaurant. All f-values are below the 
critical value for 95% confidence interval. 
For acceptance of cold dishes, it was found that there is significant difference 
among different region groups as f-value is well above the critical value. By observing 
different groups' mean values, Shenzhen people's acceptance of cold dishes is the 
strongest and Sichuan people's acceptance is weakest. 
TABLE 28 
One-way ANOVA Results: Differences between Sample Group' Mean Scores 
across Region on All Requirements and Acceptance of Specific Taste and Food 
Varieties 
I Beijing I Guangzhou I Shenzhen I Shanghai Sichuan f-value P df 
(mean) (mean) (mean) (mean) (mean) (within 
|(n=33) |(n=12) |(n=6) |(n=24) |(n=14) |gp=4) 
Requirements of a Thai restaurant  
Price |2.606 |2.583 |2.333 |2.583 |2.283 0.973 0.425 116 
Quality 1.667 "2.000 “ 1.333 1.583 1.630 0.923 0.453 116 
Service 1.939 _ 2.000 “ 2.000 —1.583 17913 0.766 0.549 116 
Environment 3.091 3.167 2.750 2.739 " 1.483 0.212 116 
Variety 2.303 ^500 ^ 0 0 1.833 1.957 1.642 0.168 116 
Promotion 2.848 3.000 ^ 0 0 2.750 2.696 0.406 0.804 116 
Hygiene 1.515 ^ 1 6 7 1.667 1.417 1.478 1.712 0.152 116 
Thai theme | l .939 12.000 +2.667 | l .750 | l .913 11.223 |0.305 | l l 6 
Acceptance  
Spicy food |2.Q91 |2.333 |1.667 |2.75Q |2.348 |2.406 |0.053 |116 
Cold dishes 2.364 3.000 1 ^ 3 3 2.250 2.848 6.822 0.000 116 
Seafood | l .939 I 2 . Q Q O \2.66l | l .750 | l .913 11.223 |0.305 |116 
(Bold figures represent significant according to 95% confidence interval) 
28 
Comparison of Chinese' Perceived Requirements of a Thai Restaurant for Different 
Occupation Groups 
One-way ANOVA was carried out to see whether there are significant differences 
between respondents' mean scores of different occupation groups on all requirements 
of a Thai Restaurant, and on the acceptance of specific taste and food varieties. The 
statistical results are provided in TABLE 29 and detailed figures are in Appendix VI. 
The f-tests indicated that there are significant differences among different 
occupation groups' requirement on quality, variety and hygiene ofa Thai restaurant. By 
observing different groups' mean values: First, professionals' requirement on quality 
and variety of food is the highest while blue collars' requirement is the lowest and; 
second, executives' requirement on hygiene of food is the highest while students' 
requirement is the lowest. 
For acceptance of cold dishes and seafood, it was found that there are significant 
differences among different occupation groups as f-value exceeded the critical value. 
By observing different groups' mean values: First, white collars' acceptance of cold 
dishes is the strongest and professional's acceptance is weakest; second, executives' 




One-way ANOVA Results: Differences between Sample Group' Mean Scores 
across Occupation on All Requirements and Acceptance of Specific Taste and 
Food Varieties 
I Student iBlue- I White- I Executive Profess- f-value P df 
(mean) collar collar (mean) ional (within 
(n=43) (mean) (mean) (n=19) (mean) gp=4) 
|(n=6) |(n=24) l(n=24)  
Requirements of a Thai restaurant  
Price 12.442 |3.000 |2.333 |2.842 |2.5QQ |1.707 0.153 111  
Quality _ 1.744 J.OOO 1.833 1.632 " 1.333 6.294 0.000 111  
Service 2.140 ^333 1.833 1.895 1.583 1.860 0.122 111  
Environment “ 2.953 ~ 2.833 3.158 2.750 2.128 0.082 111  
Variety 1.884 J X ^ ~ 2 . 3 3 3 2.421 1.750 4.986 0.001 111  
Promotion 2.558 2 . 6 6 7 2 . 6 6 7 2.947 3.000 1.137 0.343 111  
Hygiene — 1.930 1.667 1.708 1.105 1.500 2.943 0.024 111  
Thai theme I 2 . I I 6 |2.333 |l.875 I 2 . O O O |l.875 |0.581 |0.677 | l l l 
Acceptance  
Spicy food 12.512 |2.500 |2.0QQ |2.263 2.250 1.147 0.338 111  
Cold dishes 2.163 i M l 2 . 8 3 3 2.737 2.917 4.962 0.001 111  
Seafood |2.023 |2.667 12.583 11.684 |2.542 |3.719 10.007 | l l l 
(Bold figures represent significant according to 95% confidence interval) 
Comparison of Chinese' Perceived Requirements of a Thai Restaurant for Different 
Income Groups 
One-way ANOVA was carried out to see whether there are significant differences 
between respondents' mean scores of different income groups on all requirements of a 
Thai Restaurant, and on the acceptance of specific taste and food varieties. The 
statistical results are provided in TABLE 30 and detailed figures are in Appendix VIL 
The f-tests indicated that there are significant differences among different income 
groups' requirement on price, quality, service, promotion, hygiene, and using Thai 
theme of a Thai restaurant. However, requirement on price is a marginal case. 
Generally, people earning mid and high-level income request more except for 
promotion. Specifically, people earning RMB3,000- 5000 have higher requirements on 
products and services provided by a Thai restaurant. For acceptance of seafood, it was 
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found that there are significant differences among different income groups as f-value is 
above the critical value. 
TABLE 30 
One-way ANOVA Results: Differences between Sample Group' Mean Scores 
across Income Level on All Requirements and Acceptance of Specific Taste and 
Food Varieties 
iLess t h a n l l O O l t o l S O O l t o l S O O l t o Moretha f-value P df 
1000 3000 5000 10000 nlOOOl (within 
(mean) (mean) (mean) (mean) (mean) gp=4) 
|(n=57) |(n=44) |(n=10) |(n=7) |(n=12)   
Requirements of a Thai restaurant  
Price 12.491 |2.386 |2.400 13.429 2.500 2.444 0.050c 125 
Quality — 1.930 1.660 L200 1.286 1.500 2.999 0.021 125 
Service 2.281 L705 1.000 — 1.857 1.667 6.626 0.000 125 
Environment —2.912 I M S 3 . 2 0 0 "2.857 2.833 0.474 0.755 125 
Variety "2.140 2.160 2.200 2.286 1.667 0.781 0.540 125 
Promotion 2 j 7 7 _ ZSOOZZ 3 ： 4 0 0 _ 3 J [ 4 3 _ 2 M ] _ _ 2.552 0.042 125 
Hygiene 1.982 1.432 1.000 1.000 1.333 5.594 0.000 125 
Thai theme 12.316 | l .932 11.200 | l . l 4 3 11.667 16.475 10.000 |125 
Acceptance  
Spicy food |2.5Q9 |2.205 |2.2Q0 |3.00Q 1.833 2.385 0.055 125 
Cold dishes 2.439 ~ 2.600 2.286 2.833 0.803 0.525 125 
Seafood I2.368 12.068 Is.OOO 11.429 |2.167 |3.375 |0.012 1125 






China experienced a faster economic growth amongst other Asian countries (see 
Appendix VIII). Gross domestic product (GDP) grew by 7.1% to RMB8,205.4 billion 
in China' in 1999, marginally higher than the 7% target growth set by the government. 
Growth in retail sales of consumer goods slowed since 1997 because of increased 
selective consumer demand, risen unemployment, and shifted expenditure from 
consumer goods to home purchase, medical insurance and education. Retail sales grew 
by 6.8% (or 10.1% in real terms) to RMB3,113.5 billion in 1999. China is having a fast 
growth economy, (see Appendix IX and X). 
Foreign Trade and Investment 
With total external trade amounting to US$360.1 billion in 1999, China ranked the 
9th largest trading nation in the world, up from 11th in 1998. 
5 The State Statistical Bureau (2000), "Statistical Communique of the People's Republic of China on the 
1999 National Economic and Social Development"; The General Administration of Customs (1999), 
China's Customs Statistics"，Vol.122, December 1999. 
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Economic Relations with Hong Kong 
Hong Kong is the largest source of overseas direct investment in China. In 1998， 
Hong Kong signed more than 7,805 investment projects in China, with contracted and 
utilized capital of US$18.8 billion and US$19.4 billion, accounting for 39.4%, 34.3% 
and 40.8% of the national total respectively. 
The Hong Kong Census & Statistics Department stated that by the end of June 
1998, more than 157,300 Hong Kong residents were working in China, predominantly 
in connection with manufacturing, retailing, catering and exporting activities. In 1998, 
more than 40.4 million (up 14% over 1997) Hong Kong residents visited China, 
accounted for 85% of China's incoming tourists. 
Political Environment 
Reforms 
The 15th National People's Congress called for fastening reforms of 
administrative system of the central government within three years. It aimed at 
separating the government functions from those of the state owned enterprises (SOEs), 
improving government efficiency, and cutting government expenditure. 
To reduce corruption and create a fair business environment, the government also 
took steps to scale down government's direct participation in the management and 
operation of businesses. All government departments should no longer own and operate 
business enterprises, and all business units currently under any government 
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departments will be forced to become independent entities. 
Since China introduced the price reform in the early 1980s, prices for more than 
95% of commodities have been liberalized. Given the low inflationary environment, 
China planned to further liberalize the price system of public utilities such as electricity 
and power, posts, telecommunications, and housing in the near future. Furthermore, in 
order to improve the fiscal position and increase economic efficiency, the Chinese 
government also strives to accelerate five other reforms - housing, grain circulation, tax, 
investment and finance, and medical care. 
Legal 
Trade and Investment Policies 
To liberalize trade, China has continued to reduce administrative barriers to trade 
by increasingly switching to the use of tariffs and exchange rates adjustments. At 
present, only 15 categories of mechanical and electronic products and 13 categories of 
general commodities are subject to import quotas 
The Chinese government has also gradually abolished the state monopoly of 
foreign trade and liberalized its foreign trading system. Moreover, she decided to 
abolish the qualification approval system for enterprises applying for export rights, and 
an automatic registration system will gradually be applied. 
In a bid to encourage overseas investment in the central and western regions, 
beginning from September 1996, local authorities of the central and western provinces 
were empowered to give approval to overseas-funded projects with total investment 
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capital under US$30 million, up from the previous amount of US$10 million. Since the 
Chinese government started to implement a strategy of developing the western region 
in late 1999, more preferential treatments are extended to foreign investment in inland 
provinces and regions. 
Beginning from 30 November 1996, RMB has become fully convertible under the 
current accounts. There are no restrictions on trade-related foreign exchange receipts 
and disbursements in China now. Since the implementation of a unified exchange rate 
policy on 1 January 1994, the RMB has remained stable within a narrow band of 
US$1=RMB8.3. 
China's Entering WTO 
China and the U.S. signed a bilateral agreement on China's accession to the World 
Trade Organization (WTO) on 15th November 1999, paving the way for China to join 
this multinational trade body. China has made very substantial market access 
commitments covering the agricultural, industrial and services sectors. Under the 
agreement, average import tariffs for industrial products will be lowered from currently 
17% to 9.4% by 2005. Import quotas will be eliminated within five years. 
Moreover, China agreed to give full trading and distribution rights to foreign 
companies and also agreed to relax foreign investment restrictions on many important 
services industries including distribution services, telecommunications, financial 
services and professional services. Foreign banks will be able to conduct local currency 
business with Chinese enterprises two years after joining the WTO, and with individual 
Chinese five years after accession. 
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Socio-cultural Environment 
Profile of Chinese Consumers Diversifying 
China's National Statistics Bureau^ recently released a report on consumer 
spending in China. The results indicated growing diversification among consumers, 
while also revealing definite consumer groups among Chinese consumers. 
The Bureau categorized consumers into eight groups: 
~ Low-income group was identified as having low purchasing power and mostly 
focused on obtaining their daily necessities. Average domestic-needs consumers were 
identified as middle aged women who are responsible for family affairs. 
� Modest family-lifestyle consumers are generally "calm, stable, practical, focused 
on their families, not impulse buyers, not interested in the latest products, and mostly 
purchasers of modestly priced items." 
� Trendy consumers were identified as high-income professionals who can maintain 
a high living standard and buy high-priced consumer items. Quality and preference are 
more important to these consumers than price. 
� Non4rendy consumers were identified as professionals and intellectuals who 
prefer to be thrifty in spending habits. 
� Managers and professional type of consumers have a high disposable income, and 
they were characterized as individuals who are positive about life and who wish to 
tackle challenges. 
6 Http://www. state.gov/www/about_state/business/com-guides/1999 
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�C o n s p i c u o u s consumers were identified as those who have lost strong traditional 
values. These people were characterized as "liking sports, stock market trading, foreign 
movies, and dining out often." Generally, they could be called the new "bon vivants" of 
China. 
�H i g h - i n c o m e consumers, is a small but identifiable group. They demand the 
highest quality products that can reflect their wealth. They were characterized as those 
who own expensive automobiles, cell phones, love sports and equity markets, and dine 
out frequently. The report added, however, that their small numbers tend to hide their 
large purchasing power. 
Chinese like eating and are willing to try new foods. On average, urban citizens 
spent 50%7 of their total income on food (see TABLE 31). People in Shanghai, 
Guangdong and Beijing spent RMB3,415, 3,187 and 2,672 on food respectively. The 
proportion of money spent on food overweighed other items like clothing, healthcare, 
recreation, household goods, etc. and it was not surprising since eating and dining are 
very important parts of life in Chinese culture. They enjoy cooking by themselves, as 
well as going out for dinner to celebrate friend's birthday, to conduct business meeting, 
or to enjoy the meal with family. Eating is part of the Chinese culture and people 
emphasize on the quality, variety, and atmosphere of the meals. 
7 China Statistical Yearbook 1997 
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TABLE 11 
Provincial Spending in Shanghai, Guangdong and Beijing 
Provincial Spending: Urban consumption, breakdown of expenditure, RMB and percentage of 
total，1996 
[Shanghai Guangdong Beijing  
Food 3,415(50) 3,187(47) 2,672(47) 
Clothing 590(9) 461£7} 847(15) 
Household goods/service 637(9) 532(8) 436(8) 
Healthcare 148(2) 241(4) 218(4) 
Communication & transport 468(7) 422(6) 257(4) 
Recreation 779(12) 747(11) 699(12) 
Housing & education 393(6) 751(11) 287(5) 
Other 333(5) 396(6) 314(5) 
Total 16,763 16,737 15,730 
Source: China Statistical Yearbook 1997 (figures in bracket represent percentages) 
From the attitudes towards consumption by generation and area, it showed that 
people who aged 18 to 29 have a higher intention to visit luxury restaurants (see 
TABLE 32). They are the group having higher income and education levels, willing to 
try new things, enjoying their life and dining out frequently. In general, the trendy 
consumers, managers, professionals, and conspicuous consumers are included in this 
age group. 
TABLE 32 
Attitudes towards Consumption across Generation and Region 
I Age Group Region  
Use of service (over the past y e a r �1 8 to 29 30 to 44 |45 to 59 Beijing I Shanghai Guangzhou 
Fast-food restaurant 77% 48% 75% 78% 73% 
Luxury restaurant 51% 42% 33% 35% 45% 66% 
International telephone 22% W/o 18% 21% 22% 35% 
Domestic travel 62% 57% 52% 56% 65% 64% 
Oversea travel ^ 4% 6% ~ 6% 2% 
Karaoke 36% 22% 30% 38% 60% 
Movie and concert |84% |67% 152�/� |63% |68% 148% — 
Source: China Statistical Yearbook 1997 
Within three major cities, people in Guangzhou are more willing to visit luxury 
restaurants. It indicates that they might spend more on luxury foods and dine out more 
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often. Shanghai is the second area that people would visit more expensive restaurant 






Our pre-entry analysis pinpointed that the living standard in China has been 
improved and the income level of many Chinese citizens is comparable to people in 
developed countries especially those living in coastal cities such as Guangzhou and 
Shanghai. Obviously, Chinese citizens possess stronger purchasing power now and 
they can afford better quality services, products and pursue a better lifestyle. 
As aforementioned, foodstuff accounts for the largest portion of Chinese 
households' expenditure. Indeed, food is the most essential to people and Chinese 
always stress to eat better. Therefore, it is foreseeable that the stronger purchasing 
power of Chinese citizens will result in more food consumption and higher revenue for 
restaurants. 
The influx of foreign investments encourages more business activities and 
cooperation between local Chinese firms and foreign companies. Unlike in western 
countries where contracts are well-defined and applied, managers in China often have 
to use guanxi to exchange information and negotiate with planning authorities and they 
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often go to foreign restaurants to have a dinner together during negotiation processes. 
Taste Preference of Chinese 
Comparison between Chinese Cuisine and Thai Cuisine 
The staple foods for Thai include rice, noodles and all kinds of meat that are also 
included in Chinese cuisine. Also, the recipe of Thai cuisine is similar with that of the 
Chinese cuisine. These are the major similarities between Chinese food and Thai food. 
In fact, the taste preference of Thai is strongly influenced by the Chinese because of 
several reasons: 
Historical Acculturation 
First, due to historical reasons, many residents in Thailand are Chinese. Long time 
ago, the emperor of Ming Dynasty sent many envoys to Southeast Asia countries and 
some of them stayed and settled after mission completed. After a long period of 
acculturation, Chinese food strongly influenced the taste preference of Thai indigenous, 
especially the Chiu Chow style. Meanwhile, the Chinese located in Thailand tried to 
use Chinese cooking recipe to cook Thai food, for example, applying local flavorings 
such as chilies and sweet basil leaves. As a result, a new style of Thai cuisine emerged 
that is accepted by both Chinese and Thai people. 
Geographic Proximity 
Second, as northern Thailand connect with south-westem China, people from the 
two places trade, communicate and interact with each others frequently. Moreover, the 
hot, wet weather in these regions explains why people in Thailand and southwestern 
China both prefer spicy foodstuffs. 
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Although Chinese and Thai cuisine share similar characteristics, people argue that 
most of the Thai food are spicy and only people from Sichuan and GuangXi provinces 
could accept the pungent taste. 
General Acceptance of Thai Cuisine in Hong Kong 
Thai food is one of the most popular foods in Hong Kong. According to Mr. Cheng, 
although they have to adjust the recipe to fit local taste, people's acceptance of Thai 
food is quite well. There are hundreds of restaurants selling Thai food here and some of 
them are very famous. The successful examples reveal that the difficulty of marketing 
Thai food in China is not high. 
As mentioned before, not all Chinese accept the pungent flavor of Thai food, 
therefore, certain adjustments can be made to meet the preference of the Chinese who 
dislike spicy and it will be suggested in our marketing plan. 
Chinese's Willingness to Try Thai Food 
According to Mr. Victor Yuen, many people who live in the metropolitans in China 
such as Beijing and Shanghai, especially westernized Chinese and foreigners, prefer to 
try "new things." These include trendy entertainment, consumables as well as 
foodstuffs. Since only a few restaurants serving Thai cuisine in China, Thai food can be 
regarded as a “new thing" for the Chinese. 
The survey our group conducted in March revealed that over 90% of people being 
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interviewed expressed that they are willing to try Thai food if it is available in China. 
Moreover, the result provides further evidence that Thai food gains a market 
opportunity in China (see Appendix III). 
Accessibility of Factors of Production 
This part analyses the possibility of accessing all factors of production required for 
running a Thai restaurant in China. 
Labor 
According to Mr. Cheng, Chinese cooks cannot cook Thai food as good as Thai 
cooks because they cannot fully grasp the cooking style and fully mimic how the Thai 
chefs cook. Although Chinese can fill the positions of cook, the chefs must be Thai. For 
waiters or waitresses, they can be Chinese. In other words, certain amount of Thai 
workers must be employed to provide authentic taste of Thai food for customers. 
Information from MOFTEC homepage revealed that foreign companies are 
allowed to import labor directly from Thailand into China. However, application must 
be sent to provincial authorities/ labor departments and the requirements vary from 
regions. Also, each restaurant has a quota on importing labor. 
The Chinese government strongly encourages foreign enterprises to provide 
training for the locals. On-the-job training can be provided to them since the imported 
Thai chefs can train them to cook Thai food. The training program should be welcomed 
by the government and partly solve the problem of limited quota of importing labor. 
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Raw Materials 
The raw materials of Thai cuisine include most of the staple foods that Chinese eat, 
for example, rice, noodles, meats and vegetables. In addition to that, specific varieties 
of flavorings and herbs are required to generate the special taste of Thai food. 
Most of the materials used for cooking Thai food can be found in Hong Kong, only 
a few species of flavorings needed to be imported from Thailand. For example, the fish 
sauce. Indeed, many foodstuffs that are applicable to Thai cuisine in Hong Kong are 
imported from China, for example, vegetables and a wide variety of seafood. Therefore, 
inbound logistics is not a problem for running a Thai restaurant in China, as most of the 
materials needed are available locally. In case of unable to find specific kinds of 
flavoring such as sweet basil leaves in China, we can import them from the suppliers 
locate in Hong Kong. 
Capital 
Before the economic reform, the Chinese government imposed tight restriction on 
capital in/outflows. In the 1980s，she opened her door to encourage more foreign 
investments. Since then, regulations on foreigners' fund loosened and now it becomes 
easier for foreign investors to transfer fund into the Mainland for investment purposes. 
Also, the impact of China entering the WTO may imply a further opening of the 
economy and developments of better capital market and banking industry. With the 
participation of foreign banks in the RMB banking activities, it is foreseeable that 
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companies in China will obtain funds easier and at a lower cost (see Appendix XI). 
Government Regulation 
Forms of Ownership 
In the past, foreign companies were required to form joint ventures with Chinese 
firms if they decided to have business presence in China. In addition, they were 
restricted to hold only minority of shares. The restrictions caused many management 
problems for the sino-foreign joint ventures in China. 
However, the updated information from the Chinese authorities revealed that 
overseas Chinese, Hong Kong and Macao investors are allowed to form wholly owned 
enterprises in most industries except some critical areas such as telecommunicationl In 
other words, the form of opening a Thai restaurant in China is not restricted. 
Different forms of ownership have various costs and benefits. Evaluation on 
whether a joint venture or a wholly owned enterprise is more appropriate for foreign 
investors to adopt will be provided in our marketing plan. 
Exchange Control 
In the past, one of the most important factors to be considered before entering the 
China market is whether investors can freely remit their surplus back home. 
8Http://www.moftec.gov.cn/moftec/offidal/html/laws_regulatioiis/investmentl7.html 
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Legally, “The legitimate profits from overseas Chinese, Hong Kong and Macao 
investors' investment, their other lawful incomes and funds after liquidation may be 
remitted from the mainland pursuant to the law.，，Therefore, the restaurants set up by 
investors from Hong Kong in China will not encounter liquidation problems for the 
profit they earn in the future. Also, when China entered the WTO, it is forecasted that 
RMB will become a freely exchange currency and the impact of exchange control on 






From our survey findings, people from all regions accept seafood, cold dishes and 
spicy food. All mode figures of 3 or below across sample groups further support our 
judgement. 
Also, people's willingness to try Thai food is high across regions. Although 
Beijing respondents recorded a percentage of 76%, which is lower than other sample 
groups, it is sufficient to support the judgement of strong willingness. 
Since the price of Thai food must be high enough to break-even and even to make 
a profit, regions with a higher percentage of people who are willing to spend more for 
Thai food must be better target markets. Based solely on this consideration, Beijing is 
the best potential target market. 
Regions with a higher percentage of people frequently going to foreign restaurants 
provide more business opportunities for a Thai restaurant in China. Beijing people's 
frequency to foreign restaurants is the highest among all sample groups. Again, Beijing 
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is a better target market based on this factor. 
Regions with a higher percentage of people who spend more on average for their 
dinners must be better target markets. Shanghainese have the highest percentage of 
people spending more than RMBIOO among all sample groups and this is a better target 
market based on this factor. 
In general, Beijing seems to be the best target market according to the information 
above, Shanghai is the second best choice since the data pattern is similar to Beijing's 
sample. Although respondents from Guangzhou spend much per meal, few of them 
expressed that they are willing to spend much on Thai food. 
Respondents from Sichuan revealed that they accept spicy foods very much. 
However, the purchasing power of them is not strong currently. Indeed, the acceptance 
of Thai food in Sichuan has been expected as very strong before carrying out our survey 
because of geographic proximity of Sichuan province and Thailand. Based on the 
Chinese government's decision of boosting western regions' economic development, 
the economic prospect of these areas is forecasted to improve. We suggest investors to 
seize the opportunity to invest in Sichuan when living standard there improves. 
Demographic Analysis - Occupation 
From our survey findings, people's willingness to try Thai food is high across 
occupation. All sample groups recorded a percentage of higher than 80%. Although 
professional respondents recorded a percentage of 83%, which is lower than other 
sample groups, the result is sufficient to support the strong willingness. 
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As aforementioned, a higher percentage of people who are willing to spend more 
for Thai food must be a better target market. Based on this consideration, professionals, 
students and executives are major potential customers. 
Executives' frequency to foreign restaurants is the highest among all sample 
groups. So they are potential target customers for a Thai restaurant in China based on 
this factor. Also, executives have the highest percentage of respondents spending more 
than RMBIOO among all sample groups and they are again the target customers based 
on this factor. 
In fact, the influx of foreign investments encourages more business activities and 
cooperation between local Chinese firms and foreign companies. Executives often have 
to go to foreign restaurants to have dinner together with their business partners and that 
provides a lot of business opportunities for foreign restaurants including Thai cuisine. 
Generally, executives, students and professionals in China would be the major target 
customers of a Thai restaurant in China based on the data gathered. 
Demographic Analysis - Income Level 
From our survey findings, people's willingness to try Thai food is high across 
income levels. All sample groups recorded a percentage of higher than 70%. Although 
respondents earning monthly income between RMB5001 -10000 recorded a percentage 
of 71%, which is lower than other sample groups, it is sufficient to support the strong 
willingness. Besides, respondents with higher monthly income are willing to spend 
more for Thai food. So, people with higher income have a greater potential to be the 
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target group. 
Similarly, respondents with higher monthly income would reflect that they have a 
greater potential to be the target customers for a Thai restaurant in China. Again, higher 
income groups have a higher percentage of people spending more than RMB 100. 
Indeed, it is rational, as people with stronger purchasing power should able to spend 
more on luxurious foodstuffs. 
Entry Mode 
Evaluation on Various Modes of Entry 
The Chinese government permits four types ofFIEs: equity joint venture (EJV), 
cooperative/ contractual joint ventures (CJV), wholly foreign-owned enterprise 
(WFOE), and foreign-invested j oint stock company. A complicated set of rules exempts 
selected FIEs from some customs duties and VAT and companies should consult the 
relevant regulations. 
Forming a joint venture with a Chinese partner yields some costs and benefits. A 
good Chinese partner will have the connections (guanxi) to help smoothing over red 
tapes and obstructive bureaucrats. However, a bad partner can make even the most 
promising venture fail. Common investors' complaints include conflicts of interest (e.g. 
partner setting up competing businesses), bureaucracy and violations of confidentiality. 
Foreign companies should bear in mind that joint ventures are long-term, resource-
demanding, and involve constant and prudent monitoring of critical areas such as 
finance, personnel and basic operations in order to be successful. 
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Some companies prefer establishing a WFOE rather than a joint venture because 
of retaining greater management control, concerning over intellectual property rights 
(IPR), desiring for organizational simplicity, and other reasons of corporate policy. The 
laws on WFOE require that they should either provide advance technology or be 
primarily export-oriented. 
Despite the barriers, more companies are now forming WFOEs and they account 
for roughly 20% of all FIEs in China. The reasons include that it is a viable entry 
vehicle to the China market and it takes less time and money to set up than forming a 
joint venture. 
Recommendation for Setting up a Thai Restaurant in China 
Forming a JV can possess competent staffs from partner's work force. Also, 
guanxi with local labor bureau can be utilized. Moreover, the partner would have better 
knowledge and information about local market, such as the demand, transportation, and 
suppliers' information, etc. In China, guanxi plays a very important role for doing 
business and Chinese partners would have developed relationships between customers, 
suppliers and authorities. It takes a long time to build up guanxi and JV would be a 
shortcut for foreign investors to run their business efficiently. 
We suggest that a Thai restaurant should form a joint venture with one or more 
local partners. Well-established restaurants in China could be good partners as they 
have better connections with suppliers, customers, and distribution channels in China. 
With their guanxi and experience, time and efforts can be saved for connections, and 
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foreign partner could concentrate on the core decision making. Moreover, local 
restaurants are more familiar with the taste preference of the Chinese customers and 
there would be synergy to cooperate with them since promotion, advertising, and 
operating costs could be reduced. 
The second choice would be cooperating with media companies in China. The 
influence of media is becoming more and more important in China and more people 
rely on magazines, TV, newspaper and other mass media for fresh information about 
trends, fashion and life style. As indicated in our data analysis, most people in China 
obtained information about a restaurant from magazines and TV. Therefore, forming a 
JV with a media company may induce synergy effect since the cost of advertising can 
be reduced. 
Besides, word of mouth could be established through articles and reports 




It is hard to estimate the exact costs of operating a Thai restaurant in China 
because of rapid changing variables such as land price, rental cost, labor cost and 
material cost, they are changing from day to day. We derived a break-even requirement 
of RMB50 and profit requirement of RMBIOO from Mr. Cheng's general operating cost 
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estimation of operating a Thai restaurant in Hong Kong and compare various costs in 
Hong Kong and in China. 
Likeliness to Spend for Thai food 
The more important factors to be considered in determining the price of Thai food 
in China are Chinese's willingness to spend on Thai food and their purchasing power. 
Since we are targeting the higher income group9, their data are being considered. Our 
survey findings indicate that although only 10% of respondents willing to spend more 
than RMBIOO, they would be enough for contributing a Thai restaurant's customer 
base in China, as competitors are rare currently. Also, our target customers who are 
mainly executives and professionals, possess stronger purchasing power, they can 
afford a premium price of the foodstuffs. Certainly, we have to provide quality foods to 
make it worth for them to spend. 
In Beijing, the percentage of people willing to spend more than RMB50 on Thai 
food is 58%. And the percentages are 100% in Shenzhen and 58% in Shanghai. It 
shows that the people living there accept higher price. 
Skimming Pricing 
Since Thai food is a "new thing" in China and few competitors exist, a premium is 
recommended for pricing the Thai food. Indeed, the minimum price that we need to 
charge in order to make profits is not affordable by many Chinese customers and more 
than half of the respondents would only spend less than RMB50 per meal. So we have 
to sacrifice the segment of low spending customers. 




From our survey, Chinese citizens' acceptances of spicy food, cold dishes and 
seafood, which are regarded as typical characteristics of Thai cuisine, are all strong. 
This reflects that we do not have to adjust the food to be sold in China. According to Mr. 
Cheng, Chinese may not accept country style Thai food, so we suggest Thai restaurants 
in China to sell what Thai restaurants in Hong Kong sell. 
However, regional taste difference in China provided some insightful information. 
For example, Shanghainese' acceptance of spicy food is weakest, Sichuan people do 
not like seafood and people in Guangzhou may not welcome cold dishes. 
Moreover, we can try to sell lamb in Beijing and Sichuan because more people in 
these regions regard lamb as their staple food. Also, we observed that Guangzhou 
people prefer more vegetables and Sichuan people demand for a wide variety of foods. 
Generally, we should adjust our menu according to different people's taste preference. 
Environment 
Our survey suggests that environment is not a crucial factor required by Chinese 
for a Thai restaurant. However, hygiene was viewed as the most important factor 
especially from executives and professionals. To convince Chinese customers, we 
should ensure the cleanliness of the Thai restaurant. 
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Theme 
To add value and make our Thai food unique, fascinating, we can apply the Thai 
culture as the theme of a Thai restaurant in China. Alternatives to achieve it include 
decorating the restaurant as a Thai palace, requiring all waitresses to wear Thai cultural 
uniforms, placing a Thai god status inside the restaurant for customers to worship and 
educating customers about the Thai culture. The aim is to generate a sense of 
uniqueness and to induce more people to try the "unique and new" thing. 
Place 
Beijing, Shanghai, and Guangzhou are cities with the highest income level and 
purchasing power amongst other regions. Higher living standards, better infrastructures 
and telecommunication facilities and the location of many foreign companies' 
headquarters and marketing offices all suggested that these cities are better locations for 
opening a Thai restaurant in China. 
Beijing 
The taste of Beijing people is quite diverse and flexible and there is a stable market 
for Thai food currently. Also, Thailand is one of the most favorite countries that Beijing 
citizens like to visit and they have a good impression about Thai food. Together with 
Beijing people's willingness to try and spend on Thai food and their taste preference, 
we strongly recommend investors to set up the first Thai restaurant here. 
Beijing's three traditional shopping districts - Wangfujing, Xidan and Qianmen -
are well known in the country. Major department stores which have strong customer 
flows include Xidan Shopping Arcade (ranked the 3rd largest sales in China), Beijing 
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Wangfujing Department Store (ranked the 5出)，Longfu Building, New Dong An Market 
(which opened in January 1998 with Hong Kong's investment), the Friendship Store, 
etc. Although the rental cost would be higher, it gives the customers the sense of loyalty 
and prestige in a luxury restaurant. It also matching the fact that we focus on higher 
level customers, which is the target market according to our target market analysis. 
Guangzhou 
The culture and atmosphere of Hong Kong affect Guangdong people heavily such 
as the preference of foreign foods and western-style restaurants. Also, their taste is 
similar to Hong Kong people. So, Guangzhou is another possible place for opening a 
Thai restaurant though people's attitude towards Thai food is not so favorable compare 
with that in Beijing. 
Major department stores and shopping centers in Guangdong include Guangzhou 
Friendship Department Store, Guangzhou Department Store, Guangzhou Xindaxin Co., 
Nanfang Shopping Center, etc. 
Shanghai 
Favorable factors of selecting Shanghai as the location of a Thai restaurant include 
no competitors, and it would be a large market for Thai food as there are many foreign 
businessmen and tourists. Also, people are more internationalized and would accept 
foods from different countries. 
Major consumer areas include Shanghai No.l Department Store and Shanghai 
Hualian. Nanjing Road is called the "The First Chinese Commercial Street" which is 
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popular for shopping. In future, Chinese government will allow foreign retailers to 
operate airport duty-free shops for the first time with the upcoming opening of the 
Pudong International Airport. So, those areas are also recommended for locating a Thai 
restaurant. 
From the questionnaire, it is suggested that about 31% of the respondents 
preferred to find Thai restaurant in shopping mall, 48% in major boulevards, 12% in 
hotels, and 8% in residential areas. Moreover, 47% and 42% of the respondents would 
only spend less than 15 minutes and 15 to 30 minutes to the restaurant they want to go 
respectively. So traffic convenience would be a critical criterion for choosing the right 
place to locate. Locating near the main business centers and residential areas would be 
beneficial to a Thai restaurant. 
Generally, competition is not keen. As there are only a few Thai restaurants in 
Beijing, Shanghai and Guangzhou, it is important for investors to take the first mover 
advantages that would obtain a substantial market share. Providing unique Thai food 
and services would also attract those who are willing to experience new culture. 
However, the risk would also be increased, as there are not counterparts in the region. 
Acceptances from customers determine the success of the restaurant. 
Promotion 
General Survey in China 
Color television coverage of urban household is about 80% in China and 99% and 
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97% in Beijing and Shenzhen respectively (see TABLE 33). From a survey'', about 
60.7% and 25% respondents watch TV advertisements "daily" and "often" respectively 
(see TABLE 34). Also, large proportion (about 50%) have strong memory on TV ads, 
while only 9.3% for radio ads and 8.2% for print ads (see TABLE 35). 
TABLE 33 
Coverage of Color TV in Urban Areas 
Consumer Durable Coverage rate in Coverage in Beijing Coverage in 
urban household Shenzhen  
Color TV 79.5% 99.0o/o 97.0o/o  
Source: China Business, 1996 
TABLE 34 
Audience Exposure to Advertising Media 
Frequency of exposure Daily | Often | Rarely Never 
TV ads 60.7% 25.0% ^  
Radio ads 14.0% 36.0% 41.4o/o 8.50/0 
Source: China Business, 1996 
TABLE 35 
Advertising Medium and Audience Memory of Advertisement 
Imprint on memory TV ads Radio ads Print ads Outdoor ads 
Strong 49.90/0 9.3% 8.2% ^  
Weak 48.1% 64.1% — 53.4% 3 7 ^ 
Nil effect 2.0% 26.6% 38.4% 60.5% 
Source: China Business, 1996 
Result from Our Group 's Survey 
From our group's survey, we discovered that majority of respondents (over 70%) 
10 China Business，1996 
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usually obtain information about restaurants through their friends, relatives and 
colleagues (word of mouth). Newspapers and magazines are the second common mass 
media that respondents know about restaurants in China. Fewer respondents pay 
attention to radio in obtaining information about restaurants in China. 
Selection of Mass Media 
The results from our survey are quite different from the general surveys. It 
indicates that the mass media that people gaining information of a restaurant in China is 
not very similar to that of a shop or a product. In general, TV ads, newspaper and 
magazine are important to promote a Thai restaurant in China, as Thai food is quite 
"new" to Chinese customers. TV coverage is high in urban areas and the impact is very 
strong, however, cost is also comparatively high. Unless the restaurant is of a larger 
scale, we recommend promotion through magazines and newspaper as it is cost 
effective to smaller scale restaurants. 
The majority of the respondents obtain information of restaurants from friends, 
relatives and colleagues (word of mouth), but the promotion of word of mouth could 
not be done directly. The strong impact on the word of mouth is not surprising in China, 
as guanxi plays an important role in Chinese culture. In order to gain a good reputation, 
the quality and varieties of food, service, hygiene, etc are very important for customers 
to have positive impression and good recommendations to others. 
As the main purpose of going to Thai restaurant is to have gathering with family 
members, and with friends and colleagues, the theme of the advertisement should 
emphasize on the nice and friendly decoration and environment of the restaurant. 
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Uniqueness of Thai culture could be one of the selling points to attract those who are 




China economy is growing rapidly and Chinese citizens are earning more and 
having a higher living standard, especially people in Beijing, Shanghai, and Guangzhou. 
Also, food consumption occupied about half of their total expenditures. We suggest that 
culinary businesses in China would have a bright prospect. 
The taste preference and willingness to try Thai food of our survey's respondents 
revealed that many people are willing to try and visit a Thai restaurant. Also, they 
would like to spend money on new and special thing, Thai food，and to enjoy learning 
about the traditional Thai culture. 
Four Ps (Place, Promotion, Price and Product) are essential to the proposal, and we 
suggest putting an emphasis on them. Targeting in higher-income level executives and 
professionals is suggested, as they are willing to spend more on luxury restaurants. 
Young people also have high spending power and they would like to try new foods 
especially foreign foods. Moreover, traditional Thai food should be modified to suit 
local taste, and different regions would have different taste preferences. Locating near 
some large shopping malls would be an advantage for Thai restaurant to attract more 
customers. For promotion, it is suggested that focus should be put on magazine and 
newspaper advertising and word of mouth. Moreover, joint venture with a local partner 
would be beneficial as it would build up connections quickly and gain the information 
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of local market and authority. 
Because of the stable political environments, growing economy, and 
diversification of life-styles, it would be very attractive for foreign investors to enter the 
Chinese market. Moreover, there is potential market for a Thai restaurant. It could be 
concluded that there are opportunities to gain a substantial market share for investors 
who take the first mover advantage. 
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APPENDIX III 
CONVERSATION OF THE INTERVIEW BETWEEN MR. YUAN AND 
OUR GROUP 
The following is the conversation between Mr. Victor Yuan, Senior Researcher of 
Horizon Marketing Research agency and Alex Ng during an interview. 
A: Alex Ng Y: Mr. Victor Yuen 
A： In the past, foreign investors preferred to invest in coastal cities such as Shanghai 
and Guangzhou because of better infrastructure and stronger purchasing power there, 
does the situation changed recently? 
Y： Actually it depends on the situation. For example in Shanghai, if the business is 
industrial, usually there are no investments in urban areas and the factories are located 
around some towns in Jiangzu province. 
The investors set up their headquarters, marketing offices in Shanghai and they 
accept their factories and mills in Zuzhou, Hangzhou. The headquarters and marketing 
offices are located in Beijing while the factories are in Tianjin of much lower land cost. 
In Beijing, the management is better and the policies are more pervasive. In Guangzhou, 
the situation is quite similar that the factories are located in Dongguan. Recently, 
investment is more scattering in some middle size cities like Chengdu, so I think that 
the manufacturing investments are much scattered. 
However, foreign investors like to live in cities such as Beijing, Shanghai and 
Guangzhou because it is easier to find better quality services. That's why foreign 
investors prefer to live in Beijing, Shanghai and Guangzhou but not Tianjin. 
A: So the production plants are located in rural area to enjoy lower cost of production. 
Y： In Tianjin and Zuzhou, the cost of the whole investment package is much lower 
and also they can find qualified management, so they (foreigners) like to set up 
factories there. You know, the land cost is double in Beijing than in Tianjin. 
Since investors prefer to live in big cities, that's why service industries such as 
restaurants set up branches in Beijing, Shanghai and Guangzhou. There are more 
foreign employment and higher-ranking employees of the joint ventures living in these 
big cities. The difference of wage levels between white collars from joint ventures and 
local companies is large that the joint venture employees are earning much higher 
income. So there is a trend that the quality talents like to go to the big cities and to find 
more opportunities there. 
A: How about in Chongqing? 
Y： This is so-called the Western China investment concept which is a competitive 
concept. However, I don't think the JV foreigners strongly participate in these regions 
because they are hard to find local support like financial and resources. Three years ago, 
the Chinese government encouraged foreign investment in Western China. After the 
Asian Crisis, the Chinese government not only encourages investments in Western 
China but also welcomes all investments. 
A: That means they delayed the development in inner areas? 
Y: Investors like to invest in the coastal areas because the political risk is lower. 
Those from Europe and America like to invest in coastal especially. Chinese capital 
such as that from Hong Kong and Taiwan is a bit different that their investments are not 
so limited in those coastal areas. 
According to the distribution of purchasing power, I think Chongqing is still a favorable 
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choice. 
A: I realize that the population size of Chongqing is pretty large and over 40 million 
people living there. So my intuition is that even the purchasing power of each person is 
not so strong, can we still expect a large revenue from operating in that city? 
Y: OK, I think that is a very special situation. In Sichuan, because people there are 
quite flooded on life enjoying especially on food and Internet. Sichuan people eat well, 
in their families, you can find many good foods and they are quite emphasize on eating. 
They would like to spend money on food but taste preference is different from people in 
Guangdong, Shanghai and Beijing. Guangdong food is not so successful there as well 
as Shanghai food. 
A: I know that foodstuffs in Sichuan are spicy and Sichuan people's taste preference 
may match with the taste of the Thai food. Do you agree? 
Y: Yeah, spicy is the style, but maybe one point is different from Thai food that the 
content of Sichuan food is much rich than Thai food. Thai food does not have many 
choices. For Sichuan food, in a hot pot, if we spend about RMBIOO, we can have 30-40 
dishes. Thai food is not so much and maybe to Sichuan people, Thai food is not the kind 
of excellent choice. Choice depends on two criteria. One is to provide much more 
choices; second is to provide high-ranked food, like Western food. For the young 
people, if I can go to a Western restaurant with my girl friend, it means a kind of high-
class entertainment, but Thai food may not. In Beijing, there are about 30 Thai 
restaurant but only one is high class and it is also not so good compare with other 
restaurant. 
A: Can you remember the name of that restaurant? 
Y: It's nearby the entrance to the freeway to the airport. 
A: Is it a foreign investment? 
Y: A Chinese who lived in Thailand for several years and backed to Beijing. Another 
restaurant is combined with other Asian food. The name is “Star of Asia" and they have 
Malaysian, Vietnamese, and Filipino food as well. Another one I don't think it's a 
typical Thai restaurant because I found different style foodstuffs there but the 
decoration is in Thai style. You can order Thai food as well as Chinese food there. That 
restaurant also not so good but decoration is better. The third one is better and lots of 
foreign customers. 
A: How about local people? 
Y: Not so many locals. The first time I've been there I was leaded by a foreign friend 
and I felt that one third of customers are foreign and others look like quite Westernized 
Chinese people. 
A: Are they yuppies? 
Y: Not yuppies. Not so young and they use Western tableware like forks and knifes. 
A: If we decided to open a foreign restaurant in China, what would be your 
recommendation on location? 
Y: I think Beijing is much better because in Beijing, people's taste is quite diverse 
and very flexible. Shanghainese is much stable and not so many migrants there. If the 
target group is Westernized Chinese and foreign people, Shanghai is still a good choice 
because there are demand. In Shanghai, there is a road called “Hang San Lu", it is quite 
French style and there are some Indian, Vietnamese and Western restaurants there. To 
Shanghai people, they would like to bring some friends to try some new kind of foods 
and they like to visit around. 
A: They just try new things and don't go frequently? 
Y: Yeah, actually the situation is quite similar to students going to the pubs. In my 
memories, there are no Thai restaurants in Shanghai. 
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In Guangdong, there are many high-ranking people and they quite enjoy Guangdong 
food. However, the acceptance of Shanghai style and Western food is not so good in 
Guangdong. 
No matter Indian food, Thai food or any kind of restaurants, you need a very 
special image looks like quite strange or different. That's very important because I 
think Chinese people like to spend money to try new things, especially those look 
strange, different and special. I would like to have a try and it's a kind of entertainment. 
For example in Beijing, there is a restaurant all the food are mushrooms. If we just 
provide common Thai food, it may not be fascinating enough! 
A: You mentioned that there are 30-40 Thai restaurants in Beijing, is the competition 
keen? Is the market large enough? 
Y: I don't think there is a large and stable market for Thai food right now. Thailand is 
most frequently visited by Chinese as a nature of Tourism, The Chinese keep the 
memory about the Thai food is the tourism food in Thailand and they don't have good 
impression about it. In Beijing, market size is very limited. These days I found French, 
American, Spanish food look quite well. They also provide some entertainment in their 
restaurants as well. One Spanish restaurant provides film watching after nine every 
night and people enjoy watching the films there. At that time, you can drink a cup of 
coffee, like a bar. There is a restaurant, sort of American style and it's decorated as a 
rain forest. 
A: Any restaurants that people can play Internet? 
Y: It's not a restaurant. In fact it's an Internet bar. Three years ago, Internet bar is a 
kind of fashion, but only some bars around Beijing universities provide Internet, others 
became book bars, film bars and they serve overseas students and local students as well. 
A: For example, if I put some computers for our customers to play Internet o TV 
games, would it be something add value to attract more people to come? 
Y: I don't think this is a point to absorb people now because they're not concentrate 
on Internet compare with in Hong Kong. If they spend too much time there, you cannot 
sell the food to them. 
For that mushroom restaurant, they have an idea that they decorate the restaurant 
as a museum. It shows how many kinds of mushroom all over the world, the 
information about various kinds of mushroom such as nutrition, poison. Parents like to 
bring their children there and it's a good opportunity to eat something and learn 
something as well. 
A: Another question will be selling raw food，for example sashimi. Will Chinese 
accept raw food? 
Y: Sashimi is raw fish and they are included in many Chinese restaurants such as 
Salmon. The trend is that Chinese restaurants are combined with different style of 
different food from different regions like Sichuan, Guangdong and also Japanese, 
Western style as well. They are selling a bunch of foodstuffs from worldwide, e.g. fried 
goose is from France, and you can find it from some Guangdong restaurants right now. 
Moreover, these restaurants when they are selling other kind of food, usually they will 
improve or adjust a bit the original to satisfy local requirement. 
A: Well, Fd like to ask something about pricing the foodstuffs in China. Who will be 
our potential customers? As you mentioned, are they only the foreign expatriates? Can 
the local people afford the foodstuff? What would be the price level most suitable? 
Y: These restaurants (High-class) are located in some we called "Intemationalized 
“ areas. Like in Beijing, it's nearby the ambassador area and also in Shanghai, they're 
located in two specific streets around some famous five-star hotels. So these areas 
aren't where the blue collars go to but all the white collars like that. Usually there are 
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three kinds of people who go there. The first group of people is those in-charge of the 
public relationships and they need to maintain the relationships with their business 
partners or clients. They need to contact with them very often, like my company we 
need to eat the food with our clients, sometimes we eat Chinese food and they invited us 
to those such as “Hard Rock Cafe". The second group of people is those white collars. 
It's a kind of psychology to try new things. Maybe that the first time the foreign friends 
bring you there and then you bring your friends to there next time. The last group of 
people is those younger people who ask their parents or friends to go. They receive 
information from friends or some adults and they think it's very “Cool，，to go there. So 
they ask their friends to go. I've a five years old daughter and she said it's her dream to 
go to the Westernized restaurant. This is not frequently happened. 
A: Are they necessary to be the high-income group? 
Y: Not necessary. If the people like to have food there, they needn't to be high-
income group. We call this phenomenon as they accumulate the income for a long time 
and chase for the famous goods and they like to enjoy the life. It's important for him to 
show something to his friends. 
A: So it's a critical point to make a restaurant “Cool”？ 
Y: Yeah! That is! Foreign restaurants mean "Cool". 
A: On average, how much will they spend per dinner, for one person? 
Y: RMB200 
A: That's higher than the expenditure of those people in Hong Kong, on average they 
spend only $100 per dinner. 
Y: In China, people don't go so frequently, only three to five times to the restaurants a 
month. Other times the families prepare all the food. If a guy invite you to a foreign 
restaurant that must because of a meeting to discuss something very important. 
At "Hard Rock Cafe", a hamburger costs about RMB60 and you need to wait for 
half an hour to get a table. Even it's very cold. 
A: Would you expect more people would go to “Hard Rock" if they could lower the 
price? Maybe half the original price/ 
Y: I don't think so, if they set it too cheap, you lost the kind of top-level customers. 
There are few people in the middle class. If you are good enough and quality 
fascinating enough, you always have enough customers. So usually the restaurant is not 
popular because your food is not so good. 
A: So you mean they judge the quality solely by the price? If the restaurant charge a 
very high price, people will expect the quality should be excellent? 
Y: And if there's only one outlet, people would consider it's prestige. In Beijing the 
foreign food is even more expensive than in Hong Kong. For example, in “Maxim，，，the 
French restaurant, I spent RMB2,000 for only three dishes for two persons, including 
one bottle of wine. 
A: So it's useless to lower the price then? 
Y: You should be among one of the representatives or a sample of the high-class life, 
that's the most important point. 
A: For advertising strategies, what would be the alternatives to advertise the 
restaurants in order to attract people's attention? Magazines? 
Y: Depends on your target group. If you target white collar or businessmen, radio is a 
good choice. In Beijing, there are 500,000 private cars and the drivers listen to the radio 
and most of the information about restaurants is released from the radio stations. 
The second is poster. 
A: Billboards in the streets? 
Y: If they target high-school students, it's a good choice. Some provide large TV 
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screen board-casting soccer game. When people stopped by, they send poster to that 
guy and this strategy target on youngsters. 
A: Comparatively, which factor would be the most influential one on the decision 
making of the potential customers? Media? Word of mouth? Are they important? 
Y: If a friend tell me that it's a fascinating place, I would be there of course. This is a 
kind of peer group. 
A: The last question, e.g. If I want to carry out a questionnaire survey, can I go to 
Shanghai and ask people there directly in the streets? 
Y: According to the new issue, official regulation, foreign individuals can't do the 
questionnaire themselves. You need to find some qualified organization to do that. But 
if you have some friends and they have restaurants in Shanghai, Guangzhou or Beijing, 
you can use their name to do survey and that's OK! Because according to the regulation, 
if you do study within your business field, you can do so. So you need to find a friend 
who have a restaurant there. 
A: Thank you very much for your valuable information. 
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APPENDIX III 
CONVERSATION OF THE INTERVIEW BETWEEN MR. CHENG AND OUR 
GROUP 
The following is the conversation between Mr. Cheng, Senior Manager ofCambo 
Thai Restaurant Ltd. and Johnson Chu during an interview. 
J: Johnson Chu C: Mr, Cheng 
J： Mr. Cheng, thank you for providing me a chance to have an interview with you. I 
would like to ask you questions about running a Thai restaurant and these questions 
mainly cover two aspects: the characteristics and varieties of Thai food and how a Thai 
restaurant operates. First of all, when people talk about Thai food, the intuition is that it 
must be spicy, I just wondered whether all Thai courses available in Hong Kong are 
spicy? . 
C: Basically, the Thai food available in Hong Kong has been adjusted. What I mean is 
that the food has been prepared to fit the taste of the Chinese here, because I guess not 
many people in Hong Kong accept the original Thai food, especially those country style 
courses. For those "adjusted" Thai food, only about one third of the courses are spicy 
and the rest do not contain any hot elements. 
J: So it should be that there are two types of Thai food，original, country style and 
adjusted style that fit the local taste? 
C: Yes, exactly, and we sell the latter here. 
J: Which kinds of food are usually included for cooking the Thai courses? For 
example, chicken? Seafood? Beef? 
C： For our restaurant, seafood is the most common one and the most popular course is 
raw prawn sashimi, which is famous in Thailand as well. Almost 80% of our customers 
make at least one order. For the rest, beef, chicken, pork, fish are included. For the 
fishes, Thai like to eat snakehead (a kind of fish) and they like to have it by using a 
fish-shape plate which contain sour and spicy soup and put the snakehead on the plate 
to boil. For the vegetables, broccoli and morning glory are most common. 
Besides the above, Thai like to have desserts very much. Our small puddings, 
made by some fruits such as mango, jackfruit and coconut are very popular for both the 
Thai and the Chinese. Another popular dessert is sticky rice. 
J： Seems that Thai cuisine includes a wide variety of courses. How about the 
flavoring? What would you use for adding flavor? 
C： Thai like to have spicy, it's true. They like to use curry and coconut for cooking the 
Thai food. Chili is another source of spicy. For the rest flavorings, onions，lemon leaves, 
herbs, ginger and fish sauces are major ingredients. 
J： You mentioned raw prawn previously, are the raw foodstuffs common for Thai 
style food? 
C: Yes, it is quite common. For those Thai salads, not those using salad sauce, but 
using chili sauce, many raw foods have been included. For example, prawn, crab, and 
even beef, they like to have it raw. 
J： I see. But eating too much spicy food may be harmful to our stomach, right? So are 
there any neutralizers? 
C: My recommendation for you would be to have a young coconut, drinks the juice 
and it could cool you off! 
J: Any comments you would like to give us about the characteristics of Thai food? 
C: I think one additional point is that for those country style Thai food, I have asked 
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our Thai workers, and they said even some Chinese who was bom in Thailand cannot 
accept the strange taste. You know one course is named as "Smelly fish" and that's 
really smelly, but the local Thai love it! In general, I would not recommend anyone to 
try to sell authentic Thai food for Chinese, there is no market here Fm sure. But for the 
adjusted Thai food, the general acceptance is quite well here, there is no problems to 
sell Thai food to Chinese. 
J： Regarding to the operation of a Thai restaurant, the first question I would like to 
ask is, do we need to employ Thai to be the chef? Can we train the Chinese to cook the 
Thai food? 
C: I think Chinese Chefs are available in Hong Kong. However, I don't think they can 
cook as good as Thai Chef. It is because Chinese Chefs cannot fully grasp the cooking 
style and fully mimic how the Thai chefs cook the Thai food. It is obvious that the taste 
is of great different. I would recommend using Thai chefs instead of Chinese chefs and 
that's our practice so far. 
J： How about the waiter, waitress? 
C： They are not necessary to be Thai unless you want to provide your customers a 
strong feeling of being in a Thai restaurant. Actually all the procedures can be done by 
anyone and there are no difficulties. However, I heard from some Thai restaurants that 
all staffs are from Thailand. They provide uniforms for the waitresses and the uniforms 
are traditional, cultural Thai clothes, seems that they try to establish a high-quality 
image. 
In general, I think at least half of the cooks should be Thai and the rest can be either 
Thai or Chinese. 
J: I see. Now I would like to ask a question about logistics and supply of raw 
materials. Do you need to import all the raw materials directly from Thailand, are there 
any kind of foodstuffs that cannot be found in Hong Kong or in other words, available 
only in Thailand? . 
C: Actually most of the materials can be found locally, only a few species of 
flavorings need to be imported from Thailand. For example, the fish sauces and chilies. 
However, you can find many wholesalers selling these stuffs in Kowloon City easily, so 
supply will not be a problem for us. For the crabs and prawns, actually they are 
imported from Vietnam and Mainland China and there are many ponds in China 
supplying prawns and snakeheads. 
J: Now I would like to ask a question about advertising, which media do you prefer 
in advertise your restaurant? 
C: Well, I am not responsible for this area, but I can tell you that word of mouth 
should be very important. Many of our customers told me that they came because their 
friends told them we are the best Thai restaurant in Hong Kong. It costs us nothing! 
However, an ad on magazines, newspaper should have certain positive impacts on our 
image. 
J： I think that's almost all the things I'd like to know. I really like to thank you from 
the bottom of my heart and hope that your restaurant will be even more successful. 
C: Don't mention it! 
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APPENDIX III 
SURVEY QUESTIONNAIRE (CHINESE VERSION) 
我們是香港中文大學工商管理碩士二年級生，正進行一個有關在中國大陸開設泰 
國餐館之問卷調查.希望你用三分鐘回答以下問題.謝謝幫忙. 
1.性別： 0男 0女 
2.年齡： ol8歲或以下 0 1 9歲至 2 5歲 o 2 6歲至3 5歲 
o36歲至45歲 046歲或以上 
3.收入水平(人民幣)： 0少於1000 olOOl至3000 
O3001 至 5000 O5001 至 10000 o大於 10001 
4.職業：0學生 0藍領 0白領 0管理階層 0專業人士 
0其他如選擇其他，請詳述 
5.居住城市：0北京 0廣州 0深圳 0上海 0香港 
0其他如選擇其他，請詳述 
6.教育程度：0小學 0初中 0高中 0大學或以上 
7.有否嘗試過泰國菜？ 0有 0沒有 
8.有否曾光顧泰國餐廳？ 0有 0沒有 
9.將來會否有興趣嘗試泰國菜？ 0有 0沒有 
10.你平均願意花費多少在泰國菜(每人每餐)？ 
o50 或以下 o51 至 100 olOl 至 200 o201 至 500 o501 
或以上 
11.平均每月到外國餐廳吃晚飯次數： oO次 o l次 o2次 o3次 
o4次 o5次或以上 
12.每餐平均消費(每人，以人民幣計)： 
o50 或以下 o51 至 100 olOl 至 200 o201 至 500 o501 
或以上 
13.你對一間泰國餐廳的要求： 
a.價錢： 0很重要 0重要 0普通 0不太重要 0不重要 
b.食物質素： 0很重要 0重要 0普通 0不太重要 0不重要 
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C.服務態度： O很重要 o重要 o普通 o不太重要 0不重要 
d.豪華裝修： 0很重要 0重要 0普通 0不太重要 0不重要 
e .食物種類多：0很重要 0重要 0普通 0不太重要 0不重要 
f.廣告宣傳： 0很重要 0重要 0普通 0不太重要 0不重要 
g.衛生： 0很重要 0重要 0普通 0不太重要 0不重要 
i：以泰國文化爲主題作布置： 0很重要 0重要 0普通 0不太重要 
0不重要 
14.你通常去外國餐廳的目的：0與家人聚會 0與朋友同事聚會 0— 
般進餐 
0慶祝特別節日或生日 0與生意夥伴傾談生意 0其他 
如選擇其他，請詳述 
15.你接受"辣”(如指天椒)的程度： 
0很接受 0接受 0普通 0不太接受 0不接受 
16.你接受"冷盤”的程度： 
0很接受 0接受 0普通 0不太接受 0不接受 
17.你喜愛海鮮的程度： 
0很喜愛 0喜愛 0普通 0不太喜愛 0不喜愛 
18.哪一些是你的日常食糧？(可選擇多項） 
0牛肉 0豬肉 0雞肉 0魚類 0菜類 0羊肉 0海鮮 
0其他如選擇其他，請詳述 
19.你通常從以下那一個媒介得知一間餐廳的資料:（可選擇多項） 
0電視廣告 0報紙及雜誌 0電台 0海報及傳單 
0親人/朋友(口碑） 0其他如選擇其他,請詳述 
20.你會使用下列那一種付款方式： 
0現金 0信用晤 0其他如選擇其他,請詳述 
21.若你想光顧一間餐廳,你願意用多少時間前往？ 
o<15分鐘 O15-30分鐘 o30分鐘 -1小時 o � l小 時 
22.你覺得一間泰國餐廳應在那里開設？ 
0商場 0大酒店 0購物大道上 0住宅區 
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APPENDIX III 
T-TESTS RESULTS: DIFFERENCES BETWEEN MALE AND FEMALE 
RESPONDENTS' MEAN SCORES ON ALL REQUIREMENTS AND 
ACCEPTANCE OF SPECIFIC TASTE AND FOOD VARIETIES 
t-Test: Two-Sample Assuming Equal Variances (Price) 
Male Female 一 Variable 1 Variable 2 
" l ^ 2.582417582 2.307692308 1.956043956 1.794871795 
Variance 0.823687424 0.429149798 Variance 0.886935287 0.69365722 
Observations 91 39 Observations 91 39 
Pooled Variance 0.706559066 Pooled Variance 0.829555861 
Hypothesized Mean 0 Hypothesized Mean 0 
Difference Difference 
df 128 Df 128 
tStat 1.707676898 tStat 0.924588601 
P(T<=t) one-tail 0.045060309 P(T<=t) one-tail 0.178459865 
t Critical one-tail 1.656844688 t Critical one-tail 1.656844688 
P(T<=t) two-tail 0.090120618 P(T<=t) two-tail 0.35691973 
t Critical two-tail 1.978669388 t Critical two-tail 1.978669388 
t-Test: Two-Sample Assuming Equal Variances t-Test: Two-Sample Assuming Equal Variances 
(Quality) (Environment) 
Variable 1 Variable 2 Variable 1 Variable 2 
1.802197802 1.487179487 Mean 2.846153846 3 
Variance 0.738217338 0.361673414 Variance 0.709401709 0.526315789 
Observations 91 39 Observations 91 39 
Pooled Variance 0.626430861 Pooled Variance 0.655048077 
Hypothesized Mean 0 Hypothesized Mean 0 
Difference Difference 
df 128 df 128 
tStat 2.079603575 t Stat -0.99318781 
P(T<=t) one-tail 0.019778796 P(T<=t) one-tail 0.16124613 
t Critical one-tail 1.656844688 t Critical one-tail 1.656844688 
P(T<=t) two-tail 0.039557591 P(T<=t) two-tail 0.32249226 
t Critical two-tail 1.978669388 t Critical two-tail 1.978669388 
t-Test: Two-Sample Assuming Equal Variances (Spicy t-Test: Two-Sample Assuming Equal Variances (Cold 
food) dishes) 
Variable 1 Variable 2一 Variable 1 Variable F " 
2.285714286 2.487179487 2.67032967 2.256410256 
Variance 0.93968254 0.993252362 Variance 0.756776557 0.721997301 
Observations 91 39 Observations 91 39 
Pooled Variance 0.955586081 Pooled Variance 0.746451465 
Hypothesized Mean 0 Hypothesized Mean 0 
Difference Difference 
df 128 df 128 
tStat -1.07682829 tStat 2.50320451 
P(T<=t) one-tail 0.141791164 P(T<=t) one-tail 0.0067831 
t Critical one-tail 1.656844688 t Critical one-tail 1.656844688 
P(T<=t) two-tail 0.283582327 P(T<=t) two-tail 0.013566199 
t Critical two-tail 1.978669388 t Critical two-tail 1.978669388 
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APPENDIX III 
ONE-WAY ANOVA RESULTS: DIFFERENCES BETWEEN SAMPLE 
GROUPS' MEAN SCORES ACROSS REGION ON ALL REQUIREMENTS 
AND ACCEPTANCE OF SPECIFIC TASTE AND FOOD VARIETIES 
Anova: Single Factor (Price) Anova: Single Factor (service) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Average Variance 
"Billing 33 ^ " " " 2 . 6 0 6 0 6 0.80871 Beijing ^ ^ 1.93939 0.74621 
Guangzhou 12 31 2.58333 0.62879 GuangZhou 12 24 2 2.54545 
Shenzhen 6 14 2.33333 0.26667 Shenzhen 6 12 2 0 
Shanghai 24 62 2.58333 0.42754 Shanghai 24 38 1.58333 0.42754 
Sichuan 46 105 2.28261 0.87391 Sichuan 46 88 1.91304 0.74783 
ANOVA ANOVA — 
Source of Variation SS df MS F “ Source of Variation SS df MS F 
Between G r o u p s 2 . 7 9 4 4 4 4 0.69861 0.97299 Between Groups 2.52 4 0.63 0.76633 
Within Groups 83.2882 116 0.718 Within Groups 95.36 116 0.82211 
Total 86.0826 120 97.88 120 
P-value Fcrit — “ P-value F crit 
0.42516 2.44988 0.54926 2.44988 
Anova: Single Factor (Quality) Anova: Single Factor (Environment) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Average Variance 
"Biiji?；^ ^ ^ 1 . 6 6 6 6 7 0.54167 "Beijk^ ^ T ^ 3 . 0 9 0 9 1 0.58523 
GuangZhou 12 24 2 0.72727 GuangZhou 12 38 3.16667 0.87879 
Shenzhen 6 8 1.33333 0.26667 Shenzhen 6 16 2.66667 0.26667 
Shanghai 24 38 1.58333 0.77536 Shanghai 24 66 2.75 0.8913 
Sichuan 46 75 1.63043 0.54928 Sichuan 46 126 2.73913 0.64155 
ANOVA ANOVA 一 
Source of Variation SS df MS F ‘ Source of Variation SS df MS F 
Between G r o u p s 2 . 2 0 4 1 4 0.55102 0.92345 Between Groups 4.044 4 1.01091 1.48256 
Within Groups 69.2174 116 0.5967 Within Groups 79.1 116 0.68187 
Total 71.4215 120 T o ^ 83.14 120 
一 P-value F crit “ P-value Fcrit 
0.45289 2.44988 0.21197 2.44988 
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Anova: Single Factor (Spicy food) Anova: Single Factor (Cold dishes) 
SUMMARY SUMMARY  
Groups C^tSum Average Variance Groups Count Sum Average Variance 
Bi i jm i 33 6 9 2 . 0 9 0 9 1 0.71023 " B ^ ^ ^ 2.36364 0.48864 
GuangZhou 12 28 2.33333 1.33333 GuangZhou 12 36 3 0.36364 
Shenzhen 6 10 1.66667 0.26667 Shenzhen 6 8 1.33333 0.26667 
Shanghai 24 66 2.75 0.8913 Shanghai 24 54 2.25 0.71739 
Sichuan 46 108 2.34783 1.03188 Sichuan 46 131 2.84783, 0.93188 
ANOVA ANQVA — 
Source of Variation SS df MS F “ Source of Variation SS df MS F 
Between G r o u p s 8 . 7 6 7 7 4 2.19192 2.40638 Between Groups 18.68 4 4.66954 6.82161 
Within Groups 105.662 116 0.91088 Within Groups 79.4 116 0.68452 
Total 114.43 120 T ^ 98.08 120 
p.value Fcrit P-value F crit 
0.05345 2.44988 5.7E-05 2.44988 
Anova: Single Factor (Variety) Anova: Single Factor (Hygiene) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Average Variance 
"Biiji?；^ ^ 7 6 2 . 3 0 3 0 3 1.2178 Beijing 33 50 1.51515 0.75758 
GuangZhou 12 30 2.5 1 GuangZhou 12 26 2.16667 1.60606 
Shenzhen 6 12 2 0 Shenzhen 6 10 1.66667 0.26667 
Shanghai 24 44 1.83333 0.84058 Shanghai 24 34 1.41667 0.60145 
Sichuan 46 90 1.95652 0.79807 Sichuan 46 68 1.47826 0.74396 
ANOVA 一 ANOVA “ 
Source of Variation SS df MS F Source of Variation SS df MS F 
Between Groups~~5.9575 4 1.48937 1.64202 Between Groups 5.347 4 1.3367 1.71232 
Within Groups 105.22 116 0.90704 Within Groups 90.55 116 0.78064 
Total 111.17 120 T ^ 95.9 120 
P-value F c^ "“ P-value F crit 
0.16839 2.44988 0.15194 2.44988 
Anova: Single Factor (Promotion) Anova: Single Factor (Thai Theme) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance “ Groups Count Sum Average Variance 
" B ^ 33 94"""2.84848 0.32008 "BiijlTig ^ ^ 1 . 9 3 9 3 9 0.93371 
GuangZhou 12 36 3 1.45455 GuangZhou 12 24 2 1.09091 
Shenzhen 6 15 2.5 0.3 Shenzhen 6 16 2.66667 0.26667 
Shanghai 24 66 2.75 1.23913 Shanghai 24 42 1.75 0.71739 
Sichuan 46 124 2.69565 1.1942 Sichuan 46 88 1-91304 0.83671 
ANOVA ANOVA 
Source of Variation SS Jf ^ F Source of SS df MS F 
Variation  
Between Groups1.5391 4 0.38478 0.40583 Between Groups 4.107 4 1.02669 1.22321 
Within Groups 109.98 116 0.94812 Within Groups 97.36 116 0.83935 
Total 111.52 120 T ^ 101.5 120 
P-value Fcrit P-value F crit  
0.80413 2.44988 0.30482 2.44988 
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Anova: Single Factor (Seafood) 
SUMMARY  
Groups Count Sum Average Variance 
Beijing ^ 64 1.93939 0.93371~ 
Guangzhou 12 24 2 1.09091 
Shenzhen 6 16 2.66667 0.26667 
Shanghai 24 42 1.75 0.71739 
Sichuan 46 88 1.91304 0.83671 
ANOVA 
Source of Variation SS ~f F 
Between Groups 4.1068 4 1.02669 1.22321 
Within Groups 97.364 116 0.83935 
Total 101.47 120 




ONE-WAY ANOVA RESULTS: DIFFERENCES BETWEEN SAMPLE 
GROUPS' MEAN SCORES ACROSS OCCUPATION ON ALL 
REQUIREMENTS AND ACCEPTANCE OF SPECIFIC TASTE AND FOOD 
VARIETIES 
Anova: Single Factor (Price) Anova: Single Factor (Service) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Averag Variance 
Student 4 3 1 0 5 2.44186 0.63344 Student ^ 9 2 2.1395 1.12292 
Blue-collar 6 18 3 0 Blue-collar 6 14 2.3333 0.26667 
White-collar 24 56 2.33333 0.84058 White-collar 24 44 1.8333 0.84058 
Executive 19 54 2.84211 0.47368 Executive 19 36 1.8947 0.65497 
Professional 24 60 2.5 0.78261 Professional 24 38 1.5833 0.42754 
ANOVA 一 ANOVA  
Source of ^ I f JE F Source of Variation SS df MS F 
Betl^een Groups 4.458 4 1.11453 1.70722 Between Groups 5.996 4 ^ 4 9 9 1 . 8 6 0 0 9 
Within Groups 72.46 111 0.65283 Within Groups 89.45 111 0.8059 
Total 76.92 115 95.45 115 
p_value F c r i t P - v a l u e _ F _ c r i l _ 
0.15343 2.45346 0.1225 2.45346 
Anova: Single Factor (Quality) Anova: Single Factor (Environment) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Averag Variance 
B  
student 4 3 7 5 1 . 7 4 4 1 9 0.71872 Student 4 3 1 2 7 2.9535 0.56921 
Blue-collar 6 18 3 0.8 Blue-collar 6 22 3.6667 0.26667 
White-collar 24 44 1.83333 0.57971 White-collar 24 68 2.8333 0.84058 
Executive 19 31 1.63158 0.24561 Executive 19 60 3.1579 0.5848 
Professional 24 32 1.33333 0.4058 Professional 24 66 2.75 0.54348 
ANOVA ANOVA 
Source of ^""”7f F Source of Variation SS df MS 尸 
Between Groups 13.9 4 3.47466 6.2945 Between G r o u p s 5 . 1 8 5 4 1.2961 2.12826 
Within Groups 61.27 111 0.55202 Within Groups 67.6 111 0.609 
Total 75.17 115 T ^ 72.78 115 
p-value Fcrit P-value Fcrit 
0.00013 2.45346 0 .0822 .45346 
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Anova: Single Factor (Spicy food) Anova: Single Factor (Cold dishes) 
SUMMARY SUMMARY  
Groups Count Sum Average Variance Groups Count Sum Averag Variance 
Student 43 T082 .51163 1.11296 Student 43 9 3 2 . 1 6 2 8 0.90144 
Blue-collar 6 15 2.5 0.7 Blue-collar 6 12 2 0.8 
White-collar 24 48 2 0.69565 White-collar 24 68 2.8333 0.84058 
Executive 19 43 2.26316 1.09357 Executive 19 52 2.7368 0.4269 
Professional 24 54 2.25 0.8913 Professional 24 70 2.9167 0-42754 
ANQVA 一 ANQVA  
Source of ^ J E F Source of Variation SS df MS F 
Between Groups 4.399 4 1.0998 1.14704 Between Groups14 .07 4 3.5183 4.96154 
Within Groups 106.4 111 0.95881 Within Groups 78.71 111 0.7091 
Total 110.8 115 T o ^ 92.78 115 
‘ p-value Fcrit P-value F crit 
0.33829 2.45346 2.45346 
Anova: Single Factor (Variety) Anova: Single Factor (Hygiene) 
SUMMARY SUMMARY  
Groups Count Sum Averag Variance Groups Count Sum Average Variance 
e  
Student 4 3 " " " 8 1 1 . 8 8 3 7 0.581395 Student 43 83 1.93023 0.97121 
Blue-collar 6 19 3.1667 0.566667 Blue-collar 6 10 1.66667 1.06667 
White-collar 24 56 2.3333 0.57971 White-collar 24 41 1.70833 1.08514 
Executive 19 46 2.4211 1.25731 Executive 19 21 1.10526 0.09942 
Professional 24 42 1.75 0.891304 Professional 24 36 1.5 0.78261 
ANQVA 一 ANOVA 一 
Source of Variation SS df MS F Source of Variation SS df MS F 
Between G r o u p s 1 5 . 0 4 4 3.7604 4.985963 Between Groups9.637 4 2.4092 2.94283 
Within Groups 83.72 111 0.7542 Within Groups 90.87 111 0.81867 
Total 98.76 115 J o ^ 100.5 115 
P-va/ue Fcrit P-value F crit 
OOOI2.453461 0.02352 2.45346 
Anova: Single Factor (Promotion) Anova: Single Factor (Thaitheme) 
SUMMARY SUMMARY  
Groups Count Sum Averag Variance Groups Count Sum Average Variance 
e  
Student 43"""110 2.5581 0.776301 Student 43 91 2.11628 0.91473 
Blue-collar 6 16 2.6667 0.266667 Blue-collar 6 14 2.33333 1.06667 
White-collar 24 64 2.6667 1.449275 White-collar 24 45 1.875 0.9837 
Executive 19 56 2.9474 0.830409 Executive 19 38 2 0.88889 
Professional 24 72 3 0.695652 Professional 24 45 1.875 0.54891 
ANOVA — ANOVA 一 
Source of Variation SS df MS F — Source of Variation SS df MS F  
Between Groups4 .023 4 1.0057 1.136543 Between Groups1.989 4 0.49736 0.58111 
Within Groups 98.22 111 0.8849 Within Groups 95 111 0.85587 
Total 102.2 115 T o ^ 96.99 115 
P-value F crit P-value Fcrit 
0.3431 2.453461 0.67694 2.45346 
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Anova: Single Factor (Seafood) 
SUMMARY  
Groups Count Sum Averag Variance 
e 
Student 43 87~~2.0233 0.83278 
Blue-collar 6 16 2.6667 0.266667 
White-collar 24 62 2.5833 1.471014 
Executive 19 32 1.6842 0.450292 
Professional 24 61 2.5417 1.128623 
ANOVA “ 
Source of Variation SS df MS F 
Between G r o u p s 1 3 . 9 7 4 3.4914 3.718944 
Within Groups 104.2 111 0.9388 
Total 118.2 115 
P-value F crit 
T o m 2 . 4 5 3 4 6 1 
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APPENDIX III 
ONE-WAY ANOVA RESULTS: DIFFERENCES BETWEEN SAMPLE 
GROUPS' MEAN SCORES ACROSS INCOME LEVEL ON ALL 
REQUIREMENTS AND ACCEPTANCE OF SPECIFIC TASTE AND FOOD 
VARIETIES 
Anova: Single Factor (Price) Anova: Single Factor (Service) 
SUMMARY SUMMARY  
" g ^ s Count Sum Average Variance Groups Count Sum Average Variance 
Less than 1 0 0 0 " " " 5 7 1 4 2 2 .49120 .64724 Less than 1000 57 130 2.2807 0.95551 
1001-3000 44 105 2.3864 0.52167 1001-3000 44 75 1.7045 0.53858 
3001-5000 10 24 2.4 1.6 3001-5000 10 10 1 0 
5001-10000 7 24 3.4286 0.28571 5001-10000 7 13 1.8571 0.80952 
More tham 0001 12 30 2.5 1 More than 10001 12 20 1.6667 0-60606 
ANOVA _ ANOVA  
Source of Variation SS df MS F Source of Variation SS df MS F  
Between Groups6 .708 4 2.44352 Between Groups 18.7 4 4.6752 6.62642 
Within Groups 85.79 125 0.6863 Within Groups 88.19 125 0.7055 
Total 92.5 129 T ^ 删 129 
p_vaiue Fcrit~ P德e F crit 
O O ^ 2 . 4 4 4 1 7 7E-05 2.44417 
Anova: Single Factor (Quality) Anova: Single Factor (Environment) 
SUMMARY SUMMARY  
Groups Count Sum Average Variant Groups Count Sum Average Variance 
Less than 1 0 0 0 ^ 1 1 0 1 .92980 .70927 Less than 1000 57 166 2.9123 0.4386 
1001-3000 44 73 1.6591 0.69503 1001-3000 44 124 2.8182 0.84989 
3001-5000 10 12 1.2 0.17778 3001-5000 10 32 3.2 0.62222 
5001-10000 7 9 1.2857 0.2381 5001-10000 7 20 2.8571 0.47619 
More than 10001 12 18 1.5 0.27273 More than 10001 12 34 2.8333 1-24242 
ANOVA ANOVA  
Source of Variation SS df MS F Source of Variation SS df MS F  
Between Groups 7.258 4 ~ ~ ~ 1 ： ^ 2 . 9 9 8 8 4 Between Groups 1.262 4 0.3154 0.4737 
Within Groups 75.63 125 0.6051 Within Groups 83.23 125 0.6658 
Total 82.89 129 84.49 129 
p-value F crit P-value F crit 
O O ^ 2 . 4 4 4 1 7 0.755 2.44417 
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Anova: Single Factor (Spicy food) Anova: Single Factor (Cold dishes) 
SUMMARY SUMMARY  
" g ^ s Count Sum Average Varianc7 Groups Count Sum Average Variance 
Less than 1 0 0 0 W r 1 4 3 2 .50880 .96867 Less than 1000 57 139 2.4386 0.82206 
1001-3000 44 97 2.2045 0.95719 1001-3000 44 116 2.6364 0.98097 
3001-5000 10 22 2.2 1.06667 3001-5000 10 26 2.6 0.71111 
5001-10000 7 21 3 0 5001-10000 7 16 2.2857 0.2381 
More than 10001 12 22 1.8333 0.87879 More than 10001 12 34 2.8333 0-15152 
ANOVA ANOVA  
Source of Variation SS df MS F Source of Variation SS df MS F  
Between G r o u p s ~ ~ " " " ^ B e t w e e n Groups 2.511 4 0.6277 0.80304 
Within Groups 114.7 125 0.9174 Within Groups 97.71 125 0.7817 
Total 123.4 129 100.2 129 
• p-value Fcrit~ P - 一 e Fcrit 
- O m S 2 . 4 4 4 1 7 0.5254 2.44417 
Anova: Single Factor (Variety) Anova: Single Factor (Hygiene) 
SUMMARY SUMMARY  
Groups Coun Sum Average Variance Groups Count Sum Average Variance 
Less than 1 0 0 0 5 7 1 2 2 2.1404 0.62281 Less than 1000 57 113 1.98246 0.98183 
1001-3000 44 95 2.1591 0.9741 1001-3000 44 63 1.43182 0.71617 
3001-5000 10 22 2.2 1.06667 3001-5000 10 10 1 0 
5001-10000 7 16 2.2857 2.57143 5001-10000 7 7 1 0 
More than 10001 12 20 1.6667 0.9697 More than 10001 12 16 1.33333 0-60606 
ANOVA ANOVA  
Source of Variation SS”7f"""A^ F Source of SS df MS F 
Variation  
Between G r o u p s 2 . 8 1 4 0 ? ^ 0 . 7 8 0 9 6 Between Groups 16.55 4 4.13693 5.5938 
Within Groups 112.5 125 0.8997 Within Groups 92.44 125 0.73956 
Total 115.3 129 • 129 
— P-value Fcrit — P-value Fcrit 
0.5396 2.44417 0.00036 2.44417 
Anova: Single Factor (Promotion) Anova: Single Factor (Thai theme) 
SUMMARY SUMMARY  
Groups Count Sum Averag Variance Groups Count Sum Average Variance 
Less than 1000 ^ 164 2.8772 0.64536 Less than 1000 57 132 2.31579 0.79135 
1001-3000 44 110 2.5 0.81395 1001-3000 44 85 1.93182 0.76268 
3001-5000 10 34 3.4 2.48889 3001-5000 10 12 1.2 0.17778 
5001-10000 7 22 3.1429 0.80952 5001-10000 7 8 1.14286 0.14286 
More than 10001 12 32 2.6667 0.9697 More than 10001 12 20 1-66667 0.9697 
ANOVA ANOVA 
Source of Variation SS 7f""""A^ F Source of SS df MS F 
Variation  
Between G r o u p s 8 . 9 0 5 4 2.2263 2.55156 Between Groups 18.7 4 4.67393 6.47466 
Within Groups 109.1 125 0.8725 Within Groups 90.24 125 0.72188 
Total 118 129 J o ^ 108.9 129 
"p. F^t P-value F crit 
value  
0.0423 2.44417 9.1E-05 2.44417 
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Anova: Single Factor (Seafood) 
SUMMARY  
Groups Coun Su Average Variance 
t m  
Less than 1000 ^ 1 3 5 2 .36840.91541 
1001-3000 44 91 2.0682 1.18129 
3001-5000 10 30 3 0.44444 
5001-10000 7 10 1.4286 0.28571 
More than 10001 12 26 2.1667 0.87879 
ANOVA 
Source of Variation SS df MS F 
Between G r o u p s 1 2 . 6 8 4 " " "3 .17093.37501 
Within Groups 117.4 125 0.9395 
Total 130.1 129 
P-value F crit 
0 . 0 1 1 7 2 . 4 4 4 1 7 ~ 
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APPENDIX VIII 
MAJOR ECONOMIC FIGURES OF ASIAN COUNTRIES 
Selected GNP per Economic Growth (%) Consumer Price Annual Export Growth Gross 
Economies capita, Inflation (%) Growth (%) Domestic Domestic 
of Asia 1995/US Savings Investment 
Pacific $ (As% of (As % of 
Reek,n ^ GDP) 
^ ^ ^ 96 (1/2) 97 9 0 - 9 5 ^ 96 81-90 95 81-90 95 
China 620 10^2 11.8 10.2 9.7 8.3 3.5 14.3 23 11 30.8 42.2 30.5 39.5 
Japan 39,640 4 0.7 0.8 0.3 2.6 1 0.4 11.6 -7.3 n/a 31 31.7 28.5 
S i 9700 9.4 8.3 8.2 5.5 5 4.6 7.4 32.4 14.3 32.4 37 30.6 36.6 
T a l w L 12400 7.1 6.5 6.4 6.1 3.1 2 n/a 20.5 13.8 32.9 26.3 22.8 24.5 
Hong Kong 22990 6.9 5.5 5 5.4 6.2 6.5 15.3 16.7 15.6 33.5 34.5 27.2 33.1 
Singapore 26730 6.4 10.1 8.2 6.1 1.4 2 12.2 15.5 13 41.8 55.6 41.7 33.9 
ASEAN 
^ i ^ ^ s m 980 6.1 7.4 7.5 5.6 7.9 6.7 21.3 11.1 14.5 30.9 36 29.3 38.3 
Malaysia 3890 5.2 8.5 9.2 6.8 3.7 4.5 12.9 26.6 18.5 33.2 37.2 30.6 40.6 
Philippines 1050 1 4.3 5.5 5.5 8.4 7.2 10.2 28.9 25 22.2 14.7 22 22.3 
Thailand 2740 7.6 8.5 8.8 0.9 5.9 10.4 21.6 24.5 17 27.2 34.2 30.7 40 
Vietnam 240 n/a n/a 8.5 n/a 13.5 -14 n/a 45 32.2 n/a 19.1 n/a 27.6 
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APPENDIX III 
MAJOR ECONOMIC INDICATORS OF CHINA 
Major Economic Indicators 1999 Jan 2000 
Value Growth Value Growth 
Area (sq km, mn) 9.6 9.6 
Population (mn) 1,259 0.9% 1,259 0.9% 
Gross Domestic Product (RMB bn) 8,205 7.1% 
Urban Per Capita Income (RMB) 5,854 9.3% 
Rural Per Capita Income (RMB) 2,210 3.8% 
Fixed-assets Investment (RMB bn) 2,988 5.2% 
Added-Value 
-pr imary industry (RMB bn) 1,421 2.8% 
-secondary industry (RMB bn) 4,081 8.1% 
-tert iary industry (RMB bn) 2,704 7.5% � 
Added-Value of Industrial Output 3,536 8.5% 164 9.0% 
Consumer Goods Retail Sales (RMB bn) 3,114 6.8% 
Inflation (year-on-year, %) 
-retai l price index (RPI) -3-0% 
-consumer price index (CPI) -1-4% 1 O/o 
Urban Unemployment Rate (%) 3.1 3.1 
Expor t s ( U S $ b n ) 195 6.0% 17 48.0% 
- b y FIEs (US$ bn) 87 9.5% n.a. 
Impor t s ( U S $ b n ) 166 18.0% 15 54.0o/o 
- b y FIEs (US$ bn) 86 12.0% n.a. 
Trade Surp lus ( U S $ b n ) 29 -31.0% 1.5 2.0% 
Foreign Direct Investment 
-number of new projects 17,100 -14.0% 1,425 14.0% 
-contracted amount (US$ bn) 41 -21.0% 3.5 10.5% 
-util ized amount (US$bn) 40 -11.0% 2 -10.0% 
Foreign Currency Reserves (US$ bn) 155 
Sources The State Statistical Bureau (2000), "Statistical Communique of the People's Republic of China on the 1999 National 




MAJOR ECONOMIC INDICATORS OF MAJOR CITIES IN CHINA 
Economic Indicators of 
Major Cities (1997) ... ^ 
Cities Population GDP Industrial Retail Actual Utilized  
Output Sales Foreign Capital 
(’000) (RMB bn) (RMB bn) (RMB bn) (US$ bn) 
Guangzhou 6,665 164.6 138.4 80.3 21 
Shenzhen 1,095 113.0 125.7 32.6 29 
Zhuhai 673 23.5 42.7 9.4 -0 
Shantou 4,131 37.4 27.4 15.3 l.O 
Foshan 3,210 72.5 98.7 24.4 1. 
Zhangjiang 6,273 34.9 16.7 14.7 0.1 
Dongguan 1,471 29.5 26.8 11.0 12 
Huizhou 2,665 31.9 52.1 10.1 
Zhaoqing 3,693 33.1 ^ ^ M 
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APPENDIX III 
MAJOR IMPACT OF CHINA'S WTO ENTRY 
Entry to the World Trade Organisation (WTO) will have several impacts on China's 
import and export commodity administration. For instance, procedures for application 
for approval documents will be standardised and the number of product categories 
subject to inspection will be substantially slashed, especially products related to 
environmental protection, health and safety. Also, unification of the "three inspections", 
i e. quality inspection, health inspection, and sanitary and phytosanitary inspection, will 
soon be implemented. These changes will greatly benefit Hong Kong traders exporting 
goods to the mainland. 
Upon its accession to the WTO as a developing country, China will be subject to the 
various rights and obligations of WTO members. The wide-ranging adjustments ansing 
therefrom will make a positive impact on China's political and economic development. 
In the area of import and export commodity administration，the following moves can be 
expected: 
1. Standardisation of import and export licensing control 
The WTO regards import and export licensing as a major non-tariff barrier impeding 
international trade. Thus, a series of legal provisions have been formulated to restrain 
nations from implementing import and export licensing and to ensure that any such 
practice should be simple, transparent, fair and reasonable. The Tokyo Round of the 
GATT first put the issue of import licensing on the agenda for multilateral negotiation, 
and on 12 April 1979 the protocol on Import Licensing Procedures was reached in 
Geneva, while the Agreement on Import Licensing Procedures was eventually 
concluded at the Uruguay Round. 
China adopted the import and export licensing system rather late, but its use has 
developed rapidly. While relevant laws and regulations in China have improved, there 
still exists a gap with developed countries. Entry to the WTO will prompt China to 
standardise its import and export licensing administration. 
2 Reduction in commodity categories subject to inspection. The List of Import and 
Export Commodities Subject to Inspection Enforced by the Commodity Inspection 
Authorities embodies major import and export commodities subject to mandatory 
inspection. The Commodities List currently in effect was introduced by the State 
Administration of Import and Export Commodity Inspection on April 1, 1995. In 
accordance with the Law of the PRC on Import and Export Commodity Inspection, all 
commodities on the list must undergo inspection by state inspection departments or 
authorised inspection agents. Import commodities not inspected may not be sold on the 
market, while export commodities failing to pass inspection may not be exported. 
However, too many types of commodities requiring mandatory inspection will no doubt 
be considered as non-tariff barrier, contrary to the principle of the WTO. Therefore, it 
can be expected that the number of commodities on the Commodities List will be 
greatly reduced, giving a big boost to foreign trade. 
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In addition, following China's entry to the WTO and the further opening of its services 
sector, more joint-venture inspection companies will be allowed to enter the domestic 
market. According to forecasts, by the end of this century, China's foreign trade will 
total more than US$ 400 billion, with both imports and exports exceeding US$ 200 
billion. China's position as a major trading entity means that it has a large market for 
commodity inspection. Apart from mandatory inspections stipulated by China, in Ime 
with international practice, all pre-shipment and after-landing inspection of quality， 
quantity and packing etc in relation to import and export commodities must be 
conducted by qualified, third party organizations. 
3. Standardization and internationalization of commodity inspection 
According to Article 5 of the Agreement on Technical Barriers to Trade concluded at 
the seventh round of multilateral trade negotiations under the GATT (predecessor of 
WTO), members should ensure that the inspection methods, administration procedures, 
inspection charges and concessions in relation to imported products must be the same 
as like domestic products. Hence, it can be expected that after joining the WTO, China 
will align with international practice in terms of inspection methods, administration 
procedures and import commodities control. 
4. Acceleration of port reform 
Since its establishment, the commodity inspection department had been responsible for 
the quality inspection, health inspection, and sanitary and phytosanitary (SP) inspection 
(dubbed the "three inspections") of import and export commodities. In 1964, SP 
inspection was taken over by the Ministry of Agriculture. And starting from 1990，the 
health departments were empowered to carry out health inspection of imported food. 
As a result, the problem of overlapping of the "three inspections" became increasingly 
serious, impeding the operation of ports. 
Following the rapid increase in China's import and export trade, the problem of 
overlapping commodity inspections became increasingly acute. In recent years, foreign 
trade enterprises have made grave complaints about wasting time, money and resources 
on undergoing the three inspections. This practice has also obstructed the expansion of 
foreign trade. 
In a bid to unify the three inspections, in March 1998 the State Council announced that 
the former State Administration for the Inspection of Import and Export Commodities, 
the former Animal & Plant Quarantine Service under the Ministry of Agriculture, and 
the former Health & Quarantine Bureau under the Ministry of Health, were combined 
to form the State Administration for Entry-Exit Inspection and Quarantine. Today, task 
forces coordinating the three inspections have been set up in various places and 
unification of the three inspections is in sight. Port reform and unified inspection 
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